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Abstract:
V^e are all creative, but by the time we are three or four years old, someone has
knocked the creativity out of us ~ Maya Angelou

This research study will examine the potential interest and perceived benefits of the
UNESCO Creative City designation for Cork City as well as exploring the concept of
the Creative City concept and what it may mean for Ireland’s second city. At
present, Cork City Council have the intention of applying for Creative City status.
Comprising of a network of 180 members with Dublin and Galway currently holding
the status, it is important for Cork to be aware of the challenges that await them in
their pursuit of such a status in particular the value of cross-collaboration across the
business sectors and the provision of a more inclusive creativity for both city citizens
and visitors alike.
To answer the main research question and to address the main research objectives as
to the extent the UNESCO Creative City network can be of benefit to Cork City, a
qualitative methodology approach was applied. Ten semi-structured interviews with key
Cork City stakeholders involved in the tourism and arts sectors were conducted over
a period of two months.
Interestingly, the main findings from this research conclude that there is a significant
degree of interest by the Cork City stakeholders in becoming a member of this
network.

One of the main findings of the research, however, is that despite the

acknowledgment of the numerous benefits such a designation could bring to Cork,
there is also a considerable element of caution with many stakeholders fearful of the
Creative City being another bland branding promotion with no substantial support for
the city’s artists and creatives behind it. The threat of mass tourism and gentrification
are also repeatedly referenced. One of the most surprising findings from this study
revealed a complete lack of consensus on the creative field best suited to Cork City
with many stakeholders adamant that a complete revision by UNESCO of the creative
fields is necessary to adequately reflect twenty-first century creativity. It is hoped that
this research will be benefit to city planners and policy makers especially the Cork
City Council as they prepare their application to become a UNESCO Creative City of
Music within the next five years.

IV

Chapter 1: Introduction:
The desire to create is one of the deepest yearnings of the human soul
1.0: Introduction:

The purpose of this research is to examine the extent to which the UNESCO
Creative City Network designation could be an asset to Cork City. This will involve
a close examination of the perceived benefits and drawbacks associated with the
Creative City concept and network.
This study aims to gain insights into this research area by interviewing some of the
key Cork City stakeholders to gauge their viewpoints on whether or not they believe
the UNESCO Creative City network designation could bring benefits to Cork City
and how best this status may be achieved. A number of themes emerged from these
interviews to explore and research further the Creative City concept. These include
the current awareness by city stakeholders of the network, the perceived benefits for
both the tourism and the arts sectors, the challenges facing Cork in its pursuit of
such a designation, the creative field best suited to Cork City and a series of
recommendations for what Cork needs to do next on this journey to become a
Creative City. These findings will be elaborated on further in chapter 4, whereas the
key recommendations and conclusions are included in chapter 5.
This chapter will brietly introduce this research topic along with the main aims and
objectives of the study.
1.1: Background: Cork City:

Located in the South-West of Ireland, Ireland’s second city of Cork boasts a
population of 124, 391 according to the 2016 census figures (census.cso.ie). This
figure has increased fivefold since May 3U‘ 2019 as the city boundary was extended
to welcome 85,000 new residents encompassing the satellite towns of Ballincollig,
Glanmire, Douglas, Frankfield, Grange, Blarney and Tower (corkcity.ie). Founded by
St Finbarr in the

century, the physical geography of Cork is dominated by the

River Lee (askaboutireland.ie). The city itself is built on a marsh and is prone to
flooding (irishwalledtownsnetwork.ie).

Affectionately known by locals as the “real capital of Ireland” and the “rebel
county”, the “compact city centre is set on an island in the River Lee, surrounded
by waterways and packed with grand Georgian avenues, cramped 17‘^ century alleys,
modern masterpieces such as the Opera House, and narrow streets crammed with
pubs, shops, cafes and restaurants” (lonelyplanet.com).
1.1.1: Awards for Cork City:
In 2010, Lonely Planet named Cork one of the best cities to visit (rte.ie). In 2015,
Cork was awarded the UNESCO Learning City Award, one of only three cities in
Europe and one of three worldwide (ucc.ie). This award recognises Cork’s continuing
excellence and commitment to lifelong learning (ucc.ie). Cork also holds a Purple Flag
accreditation, an international award that recognises excellence in the evening and
night time economy including shopping, dining, socialising and cultural

venues

(corkcitycentrc.ic).
1.1.2: Cultural Institutions in Cork City:
The following is a list of the main cultural and artistic visitor attractions currently
operating in Cork City. Many of them will be made reference to later in this
research paper;
•

The Crawford Art Gallery: Dating back to 1724, Cork City’s main gallery
offers a wide variety of art forms including Canova casts from the Vatican,
video, paintings and a colleetion of Harry Clarke stained glass windows
(Crawfordartgallery.ie).

•

Nano Nagle Place: Cork’s newest visitor attraction commemorates the life of
the pioneering “Lady of the Lamp”, Nano Nagle who established a network of
schools in Cork City during the Penal

Laws as well as founding the

Presentation Sisters. The interactive exhibition takes the visitor on an evocative
journey through 18^^ century Cork City. The centre also contains peaceful
gardens, a craft shop and a healthy food cafe (Nanonagleplace.ie).
•

Cork Printmakers: Offering facilities in intaglio, sereen-printing, lithography,
letterpress, relief and digital printing as well as housing regular exhibitions, the
Cork

Printmakers

is

an

artists’

resource

providing

space,

facilities

and

equipment necessary to create art work through the medium of printmaking
(Corkprintmakers.ie).
The Glucksman Art Gallery: Located in the picturesque lower grounds of
University College Cork, the Glucksman Art Gallery is a contemporary art
gallery offering free admission, an extensive outreach programme and regular
eclectic exhibitions (Glucksman.org).
The Crawford School of Art and Design: The main city art school providing
courses in fine art, ceramics, digital media design and art therapy also hosts
regular student showcases (Crawford.cit.ie).
Triskel Arts Centre: Occupying the site of the medieval parish of the Holy
Trinity where poet Edmund Spenser married Elizabeth Boyle in 1594, this
newly converted church now serves partly as an art-house cinema, partly as a
live music venue whilst also hosting exhibitions and a theatre development
centre (Triskelartscentre.ie).
The Cork Opera House: Dating back to 1965, the complex includes a lOOOseater auditorium, an orchestra pit for 70 musicians and one of the largest
stages in Ireland measuring 12 x 10 metres (Corkoperahouse.ie).
Everyman Palace Theatre:

A 650-seater Victorian theatre celebrating 122

years in Cork (Everymancork.com).
Cork Arts Theatre: An intimate 100-seater theatre with a particular focus on
honing new talent especially new writing for the stage (Corkartstheatre.com).
Granary Theatre: Owned by University College Cork, the Granary Theatre
regularly showcases new and experimental work by

members of the UCC

Dramat Society and the Drama and Theatre Studies department as well as
some alternative visiting productions (Discoverireland.ie).
Cork City Gaol: Another one of the City’s major tourist attractions, Cork
City Gaol
nineteenth

is a fun interactive experience offering guided tours of this
century

prison

whilst

recreating

prisoner life.

Admission

also

includes entry to the radio museum upstairs (Corkcitygaol.com).
1.2: Historical Context of the Creative City:
The concept of the Creative City derived in part from the urbanization of cultural
policy in the 1980s as local governments sought to survive the decline of the Fordist
Era, neoliberal governance and changing demographic and social trends (Grodach, 2017,

p.82). With the decline of traditional manufacturing industries, city planners were
forced to look at alternative ways to boost urban renewal (Grodach, 2017, p.82).
Creativity was seen as the solution leading to the emergence of the human capital
theory of regional development (Florida, 2004, p.32).
Supporters of human capital theory argue that the key to economic growth lies not in
reducing the costs of doing business, but in the endowments of highly educated and
productive people (Florida, 2004, p.32). This is in conflict with the traditional
economic viewpoint that economic growth is regional with the belief that places grow
because they are located on major transportation routes or because of the natural
resources found there (Florida, 2004, p.32).
This rise in importance of the creative economy has radically transformed cities in
their pursuit of creative human capital as the quality of place comes to play a larger
role in people’s relocation decisions.

A city’s amenities and the general urban

environment prove to be powerful attractors of creative workers (Florida, 2004, p.50).
The city is forced to become creative to attract and retain the talent needed for its
economic survival.
1.3: Justification for this Research Study:
The Justification for research can be defined as “the rationale for the research, or the
reason why the research is being conducted” (Methods.sagepub.com).
This new piece of research seeks to examine the current awareness and potential
interest amongst some of the key Cork City stakeholders in relation to the UNESCO
Creative Cities Network and whether or not, they believe it to be a designation that
would be worthwhile and beneficial for the city in particular the arts and tourism
sectors.
This research area is of particular interest to the researcher who is currently living in
Cork City and has a strong interest in the arts and tourism sectors.
The researcher believes this research will be of value as to date, there has been no
prior research conducted on Cork City in relation to the UNESCO Creative City
Network. It was discovered during the research process that Cork City Council has
the intention of applying to UNESCO to become a Creative City of Music. This

research will be of great value to the City Council prior to them putting forward an
application. Indeed, there is very little research conducted on this network from an
Irish perspective. Numerous pieces of research have been conducted on the negatives
of the Creative City, namely the gentrification and mass tourism it brings but again,
little on the perceived benefits that it can bring to a city.
1.4: The Research Question:
“Any question that you want answered and any assumption or assertion that you want
to challenge or investigate can become a research problem or a research topic for
your study” (Kumar, 2014, p. 63). The research question or problem may change
numerous times throughout the research journey as the researcher discovers more
about the question. As Kumar states; “You do not predetermine the exact nature and
extent of the research problem you propose to find answers to. You continue to
modify it as you start finding out more about it” (Kumar, 2014, p. 78).
The primary focus of this research study is to carefully examine the UNESCO
Creative City Network concept in relation to Cork City. Following an extensive
review of the existing relevant literature and careful thought and reflection, the
following research question emerged as a suitable and relevant topic of interest at this
time: To what extent can the UNESCO Creative City network benefit Cork City?
1.5: Research Aims and Objectives:
1.5.1: Research Aims:
The aim of basic research is to “advance human knowledge with no particular
application in mind” (Kane & O’Reilly-De Brun, 2001, p.50). A research aim therefore
specifies what needs to be studied with the achievement of the research aim
pro'iding an answer to the research question (Research-methodology.net (a)).
The main aim of this study is to:
•

To examine the importance (if any) of the UNESCO Creative Cities Network
for Cork City.

•

To explore the Creative City concept and gain a greater understanding of the
advantages and disadvantages it brings to cities that hold this title.

1.5.2: Research Objectives:

A research objective divides the research aim into several components and addresses
each one separately with a scries of steps that address how the overall research aim
will be achieved (Research-methodology.net (a)).
The main objectives of this study are:
•

To provide a clear definition of the Creative City concept and network and
how it came to be.

•

To highlight the perceived main advantages and disadvantages for cities that
become a Creative City.

•

To review all the relevant literature pertaining to the concept of the Creative
City and its network.

•

To meet with key Cork City stakeholders to gather relevant and meaningful
viewpoints on the possibility of Cork City becoming a member of the Creative
City network.

•

To make recommendations for further study and future practice on how best
Cork can apply to become a UNESCO Creative City Network member.

1.6: Research Focus:

The focus of this research will be on the extent to which Cork City can benefit
from becoming a member of the UNESCO Creative Cities network. This research will
draw on the expertise of key Cork stakeholders to provide insights into how they
believe Cork can (or cannot) benefit from this designation. This research paper is
divided into five chapters as outlined below;
Chapter 1 presented a brief introduction to this topic including a short background to
the Creative City concept as well as presenting the main aims, objectives and
justification for this research study.
Chapter 2 presents a review of all the relevant literature pertaining to the concept of
the Creative City and its network with a particular focus on the perceived advantages
and disadvantages of such a network. There is a specific focus on the tourism and
arts sectors. The learning that emerged from this literature review is taken as the
basis for the primary research.

Chapter 3 provides an outline of the various methodologies available to the researcher
and a justification of the research approach chosen as well as describing the research
design process and participants involved in this study.

Concerns relating to ethical

considerations, reliability, validity and limitations to the research are also addressed
here.
Chapter 4 presents the main empirical data that emerged from the qualitative research
conducted. The qualitative research instrument used were a series of ten semistructured interviews. From this data, ten key themes emerged.
Chapter 5 provides an evaluation of the main themes from the empirical data along
with the key recommendations for future practice and the recommendations for future
research. The research question is answered and the aims and the objectives of this
study are addressed. The chapter concludes with a decision that the UNESCO
Creative City concept and network has the support and interest of the main Cork
City stakeholders but that much work is required before an application is submitted.
1.7: Conclusion:
This chapter introduced a brief background to the research topic, question, aims and
objectives of this study. The following chapter will comprise of an extensive review
of the relevant literature relating to this topic.

Chapter 2: Literature Review:
You don’t have to be “a creative” to be creative
2.0:

Introduction:

This chapter will review the current literature in relation to previous research
conducted in the tourism and arts fields connecting to the notion of the “Creative
City” and its three variations: creative city strategy, creative industries and creative
class. These concepts will be examined in relation to the current tourism and arts
bodies in Cork City and how these concepts could be implemented to enable greater
collaboration between the tourism and arts bodies in Ireland’s second city as they
consider the possibility of applying for UNESCO Creative City status.
2.1:

Tourism Defined:

At its most basic, “Tourism” can be defined as the business of providing services
such as transport, places to stay or entertainment for

people who are on holiday

(Dictionary.cambridge.org (a)). Mathieson and Wall (1982, p. 26) define tourism as “the
temporary movement to destinations outside the normal home and workplace, the
activities undertaken during the stay, and the facilities created to cater for the needs
of tourists”. A “tourist” is therefore “a person who is travelling or visiting a place
for pleasure” (Oxforddictionaries.com (a)). Smith (2003, p. 18), however, considers
tourism to be a multidisciplinary field. Smith describes cultural tourism studies as “a
relatively new and little known academic discipline, and one which may be described
as a composite discipline, since it draws on a number of different academic areas for
its theoretical underpinning. This includes areas such as anthropology, cultural studies,
sociology, urban planning, arts management, heritage and museum studies, to name
but a few” (Smith, 2003, p. 18).
2.2: Global Tourism Value:
Globally, the travel and tourism industry is one of the world’s largest industries
equalling or surpassing that of oil exports, food products or automobiles....becoming
one of the major players in international commerce and representing at the same time

one cf the main income sources for many developing countries (Unwto.org). The
Tourism and Travel industry experienced 3.9% growth in 2018, compared to the
global economy (3.2%) (Wttc.org). Tourism also accounted for 10.4% of global GDP
and 313 million jobs, or 9.9% of total employment in 2017 (Wttc.org).
2.3:

Tourism: The Irish Context:

From

a

national

perspective,

tourism

is

Ireland’s

largest

indigenous

industry

accounting for in excess of 4% of GNP in the Republic of Ireland and employing
around 325.000 people across the island (TourismIreland.com (a)). Indeed, 11.2 million
overseas visitors came to Ireland in 2018 which marks a 6%
delivering

revenue

of

approximately

€6.1

billion

(an

increase from 2017
increase

of

10%)

(TourismIreland.com (a)). Figures from the CSO reveal that a total of 10,616 million
overseas trips were made to Ireland in 2018 as opposed to 9932 million trips in 2017
(Cso.ie). These

overseas

visitors

generated

earnings of €6874

million

in

2018

compared to €6485 million in 2017 (Cso.ie). With fares excluded, total expenditure in
2018 was €5,149 million (Cso.ie). Recent figures reveal a 3.6% increase in overseas
arrivals for the first half of 2019, around 176,000 more than January-June 2018
(Tourismireland.com (b)).
2.4:

Tourism Strategy and Objectives:

Recent CSO figures (cso.ie) have led to increased confidence in the tourism sector
and ambitious objectives being set by the Department of Tourism in their Tourism
Policy Strategy that aims to grow tourism by 2025 (Dttas.ie). The Department of
Tourism plans to increase revenue from overseas tourism excluding air fares and ferry
charges, from €3.5 billion in 2014, to €5 billion per year by 2025, 250,000 people
will be employed in tourism by 2025, compared with approximately 205,000 in 2017
(Dttas.ie). There will be ten million overseas visits to Ireland by 2025, compared to
7.6 million in 2014 (Dttas.ie).
2.5:

The Cork Tourism strategy:

In the Cork context, a collective five year tourism strategy aims to optimise Cork’s
key positioning on the gateway to Failte Ireland’s two key propositions: ‘the Wild
Atlantic Way’ and ‘Ireland’s Ancient East’ by increasing domestic and international

visitor numbers to 2.8million by 2025 with an associated increase in spend in the
local economy of 865million (Failtelreland.ie (a)). The collective five year Cork
tourism strategy aims to achieve these goals by developing a compelling, ownable
proposition for Cork to position it as an irresistible tourism destination encompassing
existing offerings; developing a visitor-centric tourism offering that is sustainable in
and beneficial to the local economy and deliver visitor-led experiences that support
and

deliver on

the

‘Maritime

Paradise’

proposition;

generating

awareness

and

motivating tourists to consider Cork; and facilitating and enriching the consumer
journey with integrated experience enablers (Failtelreland.ie (b)).
2.6:

The Arts Defined:

The arts can be defined as activities such as music, painting, literature, cinem.a, and
dance, which people can take part in for enjoyment, or to create works which
express serious meanings or ideas of beauty (Collinsdictionary.com). Similarly, the arts
can be defined as painting, sculpture, music, theater, literature, etc., considered as a
group of activities done by people with skill and imagination (Merriam-webster.com).
2.7: Challenges facing the arts:
The arts in many countries face continuous restraints due to cuts in government
funding and increased operating costs (Hughes and Luksetich, 2004). Le et al. (2016)
argue that closer relationships between the arts and tourism organisations could lead
to mutual benefits. As mentioned by Smith (2003), Tourists drawn to art and/or
cultural venues for example can augment their market size, sales and sponsorship
appeal. In turn, including the arts as part of the tourism offering can
tourism

season (Tighe, 1986).

There

are

numerous

examples

of

prolong the
cities

where

collaborations between the arts and tourism bodies have led to urban regeneration and
increased

visitor

transformation

numbers

to

of Philadelphia

the

city

(Greenberger

for example,

from

a

and Levitz,
mediocre

2013).

The

one-off day-trip

destination to an important city of art, culture and creativity employing over 50,000
in the tourism / arts, is a success story in how the merging of the two sectors can
benefit the local economy (Greenberger and Levitz, 2013).
2.8:

Competition in the arts and tourism sectors:

10

Every city and

region wants to be unique and offer

something different

but

ultimately, they tend to merely copy successful techniques adopted elsewhere leading
to the ‘serial reproduction’ of culture (Harvey, 1989). Both the arts and tourism
industries arc facing serious competition with people travelling more frequently
(Richards & Wilson, 2006).
2.9: The Pursuit of the Unique:

The main methods employed by cities to create a unique draw factor for visitors
typically tend to fall into four categories: the construction

of iconic structures, the

organisation of mega-events, thematisation and heritage mining (Richards and Wilson,
2006). An example of an iconic structure exploited to attract visitor numbers would
be the Angel of the North statue located in Gateshead, Tyne and Wear in North East
England whereas festivals including

The European Capital of Culture would be an

example of a mega-event used to increase the number of tourists to a given
destination (Richards and Wilson, 2006). Thematisation occurs when a city/region
attempts to brand itself in the hopes of attracting a certain type of visitor, for
example, Sheffield as being a sports-city

whereas heritage mining takes place where

cities with a well-preserved built heritage

strive to exploit this by organising events

such as light shows and summer cinema nights around the heritage site (Richards and
Wilson, 2006).
2.10: The Flaw in the Pursuit:

The problem with employing the above four methods to attract visitors to

a city

(apart from the obvious expense and maintenance involved in many of them) is
moreso how countries are following a

safe strategy in their pursuit of cultural

uniqueness and “the extent that some cities have become global models of culture-led
urban development; emulated and copied the world over” (Richards and Wilson, 2006,
p.54).
2.11: Creative Tourism:

Tourists are seeking more authentic, local experiences that allow them to create
personal meanings at their destinations (Landry, 2006). Creative tourism can therefore
be defined as “tourism, which offers visitors the opportunity to develop their creative

11

potential through active participation in learning experiences which are characteristic
of the holiday destination where they are undertaken” (Richards and Raymond, 2000, p.
63). One possible way to combat competition within the tourism industry is the shift
tow'ards creative tourism with the development of experiences that are unique to the
destination and more difficult for competitors to imitate (D’Auria, 2009). Richards
states how “the practice of tourism has over the past two decades arguably evolved
from a predominantly passive gaze to encompass more active forms of involvement
by tourists in the everyday life of the destination” (Richards, 201 l,p. 31).

As

Markusen says;
Participants, long cast as audience members and attendees, become restive,
demanding to actively engage in art-making and to co-curate productions. They
now care more about the venues in which they experience music, drama and
visual art- whether they are pleasurable, enable interaction with art-makers,
permit socializing (and with whom), and encourage conversation about cultural
experience (Markusen, 2004, pg. 567).
2.12:

The Creative City Defined:

Creativity can be defined as “the use of imagination or original ideas to create
something; inventiveness” (Oxforddictionaries.com (b)). Of course, creative tourism is
still in its infancy, it differs from person to person and can be seen from various
perspectives: everyday creativity, artistic creativity, and intellectual creativity (Ivcevic &
Mayer, 2009). Creative tourism is increasingly being linked to the notion of the
creative city as an attractive place to live, work and visit (Florida, 2004). Hall, (1998)
however, believes that the creative city is not a new concept and that every era has
examples

of

creative

cities,

categorising

technological-innovative, cultural-intellectual,

the

creative

city

cultural-technological

into
and

four

types:

technological-

organisation cities. An example of a creative city that employed a technologicalinnovative approach would be cities where major technological advancements occurred,
for example, the textile industry in 19'^ century Manchester, whereas, a city like
Florence during the Italian Renaissance would be an example of a cultural-intellectual
creative city where culture and science blossomed during times of tension between the
established conservative order and groups of open-minded radicals and free-thinkers
(Hall, 1998). Cultural-technological creative cities tend to be a mix of technological12

innovative and cultural-intellectual, for example, the film industry in Hollywood in
1920 whereas technological-organisation cities are cities where local inhabitants find
creative and original solutions to improve urban life, such as the creation of the
underground Tube system in London in the 19‘^ century (Hall, 1998).
2.13:

The Emergence of the Creative City:

The belief that creative activity, broadly defined, can be harnessed as an urban
economic resource led to the birth of the Creative City concept (Grodach, 2017).
Since the demise of Fordism...culture and creativity have become common means to
promote both urban growth and the city’s image (D’Ovidio and Cossu, 2017). The
notion of the Creative City largely derived from “the urbanization of cultural policy”
in the 1980s as local governments across Europe, Australia and North America were
faced with declining urban conditions and an insufficient tax base due to the decline
of traditional manufacturing industries leading to economic restructuring, changing
demographic and social trends and neoliberal governance (Grodach, 2017). Prior to the
198()s, only a small number of cities with established reputations as cultural capitals,
for example, Paris and New York built arts complexes expressly to improve the city
image and generate area reinvestment (Grodach, 2017). “Culture and creativity...has
been posited as the driver of all innovation, and of the information society” (Pratt,
2011, p. 125).
“traditional

The arts, described

arts”, were subsumed

by the GLC (Great London Council)

as the

into a broader definitional framework,

whieh

included the electronic forms of cultural production and distribution- radio, television,
records and video-and the diverse range of popular cultures which exist in London
(Roodhouse, 2006).
2.14: The Emergence of a Creative City Narrative:
Within this context of the Creative City, three interwoven narratives encouraged local
governments to approach arts and culture as a development asset (Grodach, 2017).
Firstly, governments approached the

arts as an amenity to boost consumption, fuel

property development and enhance the city image; secondly, cultural industry work
was

increasingly

considered

vital

to a “post-industrial

economy”

and

as

a

“replacement” for the loss of manufacturing activity; thirdly, stemming from these
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narratives, the idea of the arts as a force for gentrification crystallized in popular
media and urban policymaking” (Grodach, 2017).
2.15: The Creative City Index:
Most look to Richard Florida and Charles Landry for foundational texts on the
Creative City discourse (Grodach, 2017).

As Landry (2008, p.7) states; “Cultural

resources are the raw materials of the city...replacing coal, steel or gold. Creativity is
the method of exploiting these resources and helping them grow”. The Creative City
Index, developed by Landry and Hyams, is a method of assessing a city’s creative
abilities and potential exploring the city as an integrated whole across various
domains including political and public framework, communication, connectivity and
networking, openness, trust, accessibility and participation (charleslandry.com).
2.16:

UNESCO and the Creative City:

The emergence and growth in importance of the Creative City concept can be seen
by toe establishment of the UNESCO Creative Cities Network in 2004, which, with
its 180 members from 72 countries (including Dublin and Galway) strives to promote
creativity as a strategic factor for sustainable urban development (Unesco.org). The
Crea.ive Cities Network have the common objective of placing creativity and cultural
industries at the heart of their development plans at local level whilst cooperating
actively together on the international level (Unesco.org). The member cities are
organised into seven creative fields: crafts and folk arts, design, film, gastronomy,
litercture, media arts and music with a commitment to sharing their best practices and
developing partnerships involving the public and private sectors as well as civil
society with four major objectives (Unesco.org). These objectives include strengthening
the creation, production, distribution and dissemination of cultural activities, goods and
services; developing hubs of creativity and innovation whilst broadening opportunities
for creators and professionals in the cultural

sector; improving access to and

participation in cultural life, especially for marginalised or vulnerable groups and
indi^iduals; and fully integrating culture and creativity into sustainable development
plans (Unesco.org).
2.17

Creative Europe:
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Providing funding for 2500 artists and cultural professionals, 2000 cinemas, 800 films
and 4500 book translations. Creative Europe is the European Commission’s framework
programme for support to the culture and audiovisual sectors (Ec.europa.eu). Creative
Europe aims to help the cultural and creative sectors seize the opportunities of
globalisation and the digital age, enable the sectors to reach their economic potential,
contributing to sustainable growth, jobs, and social cohesion, and give Europe’s
culture and media sectors access to new international opportunities, markets, and
audiences (Ec.europa.eu). Creative Europe Desk Ireland Culture has a budget of
€454.8m for the period 2014-2020 providing funding to organisations who work in
the arts, craft, design and heritage sectors (Creativeeuropeireland.eu). A report from
the European Commission highlights the importance of culture and creativity to the
economy of cities, stating the GDP per capita of top ranking cities was €750 higher
for

each

additional

point

on

the

Index

in

2013

compared

with

2009

(IrishExaminer.com).
2.18:

The Dark Side to the Creative City:

The Creative City concept is not without its problems (Sanchez Belando, 2017). There
are countless risks in establishing a Creative City especially in developing a Cultural
Quarter (Roodhouse, 2006). Such risks include development being focused on one
area at the expense of others, funds being directed at the cultural quarter at the
potential expense of other cultural projects, building and transport infrastructure not
being delivered on time, public funding ceasing to be available or being significantly
less than expected, policy conflicts between local needs, regional requirements and
national direction and of course, the increasing possibility of other towns developing
similar

configurations

nearby,

resulting

in

competition

and

diminished

profiles

(Roodhouse, 2006).
Many critics of the Creative City mention the exclusion of local communities from
the decision making progress, the dominance of a reductionist vision of culture and
creativity in the city, and the dynamics of commodificiation of urban space through
culture (Sanchez Belando, 2017). These main arguments against the Creative City will
be explored in the following sections.
2.18.1: Whose culture to promote?
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Alongside the millennial promise of the creative economy have come higher levels of
inequality and exclusion; cuts to art and culture budgets; cuts to arts education;
persistent un-and under-employment, increased precarity and (self-) exploitation;
greater global conglomeration coupled with an ability to cherry-pick local winners
early; integrated material and logistic production chains and a new international
division of cultural labour: all of this written under the aegis of an economic rational
that increasingly excludes any values other than those set by 'growth’ and 'efficiency’
(O'Connor, 2016, p. 4).
Urban cultural regeneration policies such as the Creative City concept have been
subjeet to a lot of criticism (D’Ovidio and Rodriguez Morato, 2017). Williams (1976,
p.87) notes that culture is one of the most complicated words in the English
language.

In response, Pratt

argues that

“creativity and

liberalism share

some

difficulties” (Pratt, 2011, p. 124). Many urban development programmes have been
centred on strategies supporting cultural clusters, creative neighbourhoods or districts
assuming that the collocation or concentration of productive activities benefits urban
economy

and

society,

and

thus

(D’Ovidio and Cossu, 2017).

induces

Within this

regeneration

and

revitalisation

effeets

paradigm, which has been named the

‘Creative City’, all cultural forms that do not contribute to promoting the image of
the city, or to its economic growth, are generally dismissed as irrelevant (D’Ovidio
and Cossu, 2017). This leads to the question of who makes the decisions as to what
aspects of culture should be invested in i.e.: the ones that offer the greatest financial
return

(Zukin,

1995).

As

Pratt (2011, p. 125)

mentions;

“There

is

an

implicit

hegemonic project of favouring a particular type of culture (that appeals to a modern,
or eosmopolitan, sensibility) over local or indigenous styles”.
The case

of Macao in Milan is a

good

example of a situation where creative

professionals, artists and activists opposed the Creative City policy put forward by the
City Council, which focused on large and mass-events, focusing on attracting many
people to the city and notreally aimed

at promoting young or emerging artists

(D’Ovidio and Cossu, 2017). Those in opposition to cultural policy-makers risk being
“badly positioned as anti-cosmopolitanism and anti-liberal whieh leaves them open to
a Jibe: ‘whom would oppose openness and diversity?’ (Pratt, 2011, p. 125).
2.18.2: City Mirroring:
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Pratt states how “city branding strategies seek to find or impose uniqueness; city of
culture strategies whilst promoted as uniqueness and localness, can easily shade into
normative hard branding strategies” (Pratt, 2011, p.l25). D’Ovidio and Rodriguez
Morato (2017) similarly argue that the increasing number of cultural mega-events and
“iconic” buildings being replicated around the world leads to loss of appeal making
them an increasingly unsustainable investment. D’Ovidio and Cossu support this
argument by stating how “paradoxically, this has made one city the mirror of the
others” in a global market where all cities want to rank among the topmost in the
world (2017, p.7).
2.18.3: The precarious nature of the creative industry:
For the development of creative industries that serve as economic engines for a
creative cit}\ it is imperative to have a large workforce with specific skills and the
necessary' industries to support that workforce (Scott, 2006, p.2).
“A creative economy and its associated industries are celebrated as a panacea for
urban revalorization and economic development; however, the reality of working and
producing in these sectors, is marked by precariousness and uncertainty” (Vivant,
2013, p. 57). Creative industries are defined as “those industries which have their
origin in individual creativity, skill and talent and which have a potential for wealth
and job creation through the generation and exploitation of intellectual property”
(Department for Culture Media and Sport, 2001, p.3) Creative industry includes activities
traditionally

related to cultural

industries such

as architecture,

film,

music and

publishing, or at the core of the artistic production (performing art, visual art) fused
with other kinds of industries,

and

those

sometimes

unrecognizably linked

to

creativity, such as advertising, video gaming, software development and computer
services” (Vivant, 2013). The creative industry concept has since been adopted by
other government agencies and international institutions, for example, the European
Union Green Paper presents creativity as a key element for innovation and the growth
engine of the post-industrial economy (Eur-lex.europa.eu).
Nevertheless, the daily reality for the creative industry worker’s involvement in the
creative progress is changing as they are forced to seek employment or subcontract
instead of initiating their own projects, they may lack the time or public approval to
be truly creative and experiment with their style resulting in the reproduction of
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existing schemes and forms, limiting their own creativity and independence as they
strive to conform to the clients’ standards and expectations. (Vivant, 2013).
Furthermore, there is the question of sale of goods produced by the cultural industry
as many cultural goods are still sold through traditional methods such as local
markets and shops (Vivant, 2013). The precariousness and irregular nature of creative
workers’ income limits their chances of securing bank loans to lease or buy their
own property (Vivant, 2013). Traditional cultural production spaces, local commercial
units, cultural and creative shops and markets face rate increases (Vivant, 2013)
Indeed, “the valorization of commercial leases and the implementation of shopping
center management practices have progressively excluded independent shops from
downtown

areas”

(Vivant, 2013, p.61)

The

Sheffield

Creative

Industries Quarter

regeneration is a good example of local authority involvement in a creative industry
quarter and how such involvement leads to a usurping of control resulting in
gentrification and the creative individuals effectively being forced to move out to
another “poor” area as the creative quarter created by the creative individuals
becomes too expensive to live in (Roodhouse, 2006).
There are an increasing number of standard and branded stores as “global brands now
dictate the tastes and habits of a globalized new middle class” (Vivant, 2013, p. 61).
McRobbie mentions how the decline of independent fashion designers in the UK
during the 2()()()s led to the decline in markets and independent stores leading to
many up and coming designers joining branded companies or quitting the profession,
a fine example of how survival in the creative industry involved a sacrifice of
personal creativity (McRobbie, 2002). This decrease in the number of indie shops,
independent stores and Ilea markets means the creative industry have fewer and fewer
spaces to commercialize their cultural products (Vivant, 2013). Vivant, therefore,
questions the paradox and “the fairness of supporting the creative economy as an
engine for economic development when the valorization of space excludes precarious
disadvantaged creative workers and companies from the city” (Vivant, 2013, p.62).
Furthermore, there is the question of marginalisation as “cultural workers and creative
professionals tend to concentrate in particular cities and particular quarters, which
produces tensions between centres and peripheries at different levels” (D’Ovidio and
Rodnguez Morato, 2017, p.4). Additionally, creative city policies oriented to attract
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creative professionals often produce gentrification and contribute to the increasing
inequalities within the cities” (D’Ovidio and Rodrfguez Morato, 2017, p.4). Finally,
“cultural

commercialisation”

tends to

produce

“cultural

banalization,

so eroding

intrinsic cultural value” (D’Ovidio and Rodriguz Morato, 2017, p.4).

.2.19: Creativity in Ireland:

Following on from the success of the Centenary 1916 events, the Irish government
has launched a five year creativity strategy entitled “Creative Ireland” with five key
objectives of enabling the creativity of every child, enabling creativity in every
community, investing in our creative and cultural infrastructure, creating a centre of
excellence in media production and creating a clear vision of Ireland’s values,
capabilities

and

beliefs

about

investment (Creativeireland.ie).

itself amid

global

competition

for tourism

and

The programme is guided by a vision that every

person in Ireland will have the opportunity to realise their full creative potential with
the creation of thirty-one individually tailored Culture and Creativity Strategies by
Culture Teams across Ireland in order to identify, activate and support the creative
life of the community (Creativeireland.ie).
2.20:

Creative Ireland in the Cork Context:

From a local perspective in Cork City, the local authority is tasked with enabling
creativity in the local community with numerous initiatives planned for the arts and
tourism sectors (Creativeireland.ie). Many of these initiatives focus on celebrating
Cork’s cultural diversity with

institutions such as the Cork School of Music,

the

Triskel Arts Centre and the Crawford College of Art and Design providing Just a few
of the many varied outlets for creative expression (Creativeireland.ie). Cork City
Council’s strategic goals for developing the creativity of Cork City include investing
in long term engagement in creative collaboration, recognising youth culture as a
creative force and art form
archaeology, built, natural and

in Cork City; creatively engaging its citizens

in

cultural heritage; creatively using the public space for

communities through one large scale cultural public event each year; recognising Cork
as an intercultural city; and recognising the contribution of Cork creatives to Cork’s
identify as a city of culture (Creativeireland.gov.ie). In fact, Cork has been ranked as
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one of Europe’s top eight ‘ideal cultural and creative cities’ by the European
Commission alongside cultural hotspots like Paris (IrishExaminer.comi).
2:21: Tourism, Creativity and Cork:
According to research conducted by Cork Collective Strategy Task Force, there are
three defining visitor motivations that will be drivers for tourism over the next decade
and will therefore be crucial in shaping a true visitor-led proposition: Local immersive
exploration, experience economy and creative immersion (Failtelreland.ie (b)). Local
immersive exploration refers to consumer’s greater appreciation for locally relevant
and authentic experiences with a keen interest in community-based exploration as
visitors want to get to know places in a meaningful and unique way (Failtelreland.ie
(b)). The Experience Economy refers to the consumer’s desire to signal their status
via the consumption of experiences rather than goods (Failtelreland.ie (b)). The
tourism and arts industries are particularly well-positioned to provide such experiences
as unique experiences are social currency, not just for the affluent, visitors can seek
them out, share them and live in fear of missing out of others who have experienced
them

(Failtelreland.ie (b)).

As

Pine states; “Experiences have become

a fourth

economic offering, as distinct from services as services are from goods but one that
has until now gone largely unrecognized. When a person buy a services, he purchases
a set of intangible activities carried out on his behalf. But when he buys an
experience, he pays to spend time enjoying a series of memorable events that a
company stages- as in a theatrical play- to engage him in a personal way. (Pine and
Gilmore, 2()ll,p.2) As such, experience providers must realise that in the Experience
Economy every business is a stage, and therefore work a theatre (Pine and Gilmore,
2011, p.x).
The third visitor motivation i.e.: creative immersion refers to visitors’ desire to
develop their creative potential through the travel experience, for example, instead of
buying a vase, they want to learn how to make one (Failtelreland.ie (b)). Visitors
want to participate in the experience and leave connected with the destination and
reconnected with themselves through new discoveries and learnings (Failtelreland.ie
(b)).
2.22: Conclusion:
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1)

This chapter reviewed the main literature in relation to the Creative City concept and
network as well as looking at the main Creative bodies operating on a European,
national and regional scale. In addition, the current Irish tourism and arts sector was
briefly explored in terms of its current positioning, growth objectives and future
strategies. This literature review revealed an absence of research on the Creative City
network in relation to the Irish context despite Galway and Dublin already holding
the status at present. The researcher therefore identified a gap in the knowledge
around the Irish Creative City and the potential benefits or drawbacks such a status
brings. Indeed, the researcher observed that much research has already been undertaken
on the drawbacks of the Creative City concept. The researcher therefore began to
question the possibility of Cork City gaining this status and whether or not, it may
bring benefits to the city. With this in mind, the research question was formed: “To
what extent can Cork City benefit from becoming a UNESCO Creative City network
member?” This research question guided the research iricthodology approach, which
will be outlined in the following chapter.
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Chapter 3: Methodology:
The creative adult is the child who survived
3.0: Introduction:
Research methodology is defined as “the rationale and the philosophical assumptions
underlying a particular study rather than a collection of methods, though the
methodology leads to and informs the methods” (Wisker, 2008, p.67).
There are different types of research methodology that can be employed in a research
study: qualitative research, quantitative research or a more comprehensive research
approach encompassing both qualitative and quantitative known as mixed methods.
This chapter will outline the various methodologies available to the researcher and
justify the approach chosen as well as describing the research design process and
participants involved in this study.
This chapter will also allude to some academic literature references which assisted and
directed the researcher in their choice of methodologies and the philosophies behind
these methodologies that ultimately contributed to the overall design of the research
process.
3.1: Research Philosophies:
In simple terms, a research philosophy is “a belief about the ways in which data
about

a

phenomenon

should

be

collected,

analysed

and

used”

(Research-

Methodology.net). A strong and successful research design requires the best-suited
research philosophy . As Wisker states: “The methodology you use is a philosophical
approach governing research practices” (Wisker, 2008, p. 67). The choice of the correct
research philosophy will depend on the research question and the objectives of the
research study, for example, “there are important philosophical differences between
studies that focus on facts and numbers such as an analysis of the impact of foreign
direct investment on the level of GDP growth and qualitative studies such as an
analysis of leaderships on employee motivation” (Research-methodology.net (b)).
The researcher considered both research philosophies (positivist and post-positivist)
when creating a research design for this study.
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3.1.1: Positivism Philosophy:
The Oxford English Dictionary defines positivism as “a philosophical system which
holds that every rationally justifiable assertion can be scientifically verified or is
capable of logical or mathematical proof, and which therefore rejects metaphysics and
theism” (Oxfordreference.com). Positivism is engrained in mathematics and science, and
“is based on a view that whatever exists can be verified through experiments,
observation, and mathematical/logical proof’ (Philosophyterms.com). Everything that
cannot be proven is non-existent with all statements being deemed true, false or
meaningless

(Philosophyterms.com).

Wisker

states

that positivism

“argues

that

knowledge and truth exist insofar as they can be proved” (Wisker, 2008, p.69).
3.1.2: Post-positivist philosophy:
In post-positivist research, “truth is constructed through a dialogue; valid knowledge
claims emerge as conflicting interpretations and action possibilities are discussed and
negotiated...Researchers don’t ask themselves ‘is this the truth?’ Rather, we talk about
the

issues

raised

during

the

interviews, the

participants’

reactions,

and

our

interpretations of these interwoven ideas” (Richie and Rigano, 2001, p.752).
The following table highlights the differences between positivism and post-positivism:
Positivistic Paradigm

Postpositivistic Paradigm

Concerned with hypotheses testing

Concerned with generating theories

Uses large samples

Uses small samples

Data are highly specific and precise

Data are rich and subjective

Produces quantitative data

Produces qualitative data

High reliability

Reliability is low

Low validity

High validity

Generalises from sample to population

Generalises from one setting to another

Table 1: Features of the two Main Paradigms (Wisker, 2008 p.62)
Given that the researcher is looking for rich data and the opinions and ideas of
policy-makers and other key stakeholders in Cork City, the post-positivist research
ph losophy was deemed to be the best choice for this academic study.
3.2: Types of Research:
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The choice of research philosophy influences the type of research methodology
employed in a research study. There are three main types of research methodology:
quantitative research, qualitative research and mixed methods.

The researcher must

choose the research method that best enables them to answer a research question or
test a hypothesis. As Kumar states:
The core difference between the three is the extent of flexibility permitted to
you as a researcher in the research process.

In the quantitative or structured

approach of enquiry' everything that forms the research process- objectives,
design,

sample,

the questions that you plan

to ask of respondents

is

predetermined. The unstructured or qualitative approach, by contrast, allows
you as a researcher complete flexibility in all these aspects of the process.
(Kumar, 2014, p. 14)
The following sections will briefly describe the three different types of research
available to researchers.
3.2.1: Quantitative Research:
Quantitative research is defined as “data in a numerical form which can be put into
categories,

or

in

rank

order,

or

measured

in

units

of

measurement”

(Simplypsychology.org). The results of the data are typically presented in graph, table
or chart form.
It is a deductive form of research concerned with “objective measurements and the
statistical,

mathematical, or numerical

analysis

of data collected

through

polls,

questionnaires, and surveys, or by manipulating pre-existing statistical data using
computational techniques” (Libguides.usc.edu).
Quantitative research is “rooted in the philosophy of rationalism ... [it] gives importance
to the validity and reliability of findings; and communicates findings in an analytical
and aggregate manner, drawing conclusions and inferences that can be generalised”
(Kumar, 2014, p. 14).
The main advantage of quantitative research is that it is seen as a reliable form of
research.

This form of research suits research that involves numbers, for example,

assessing the effectiveness of a new anti-depressant medication. Furthermore, people
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often feel more confident and “happier about the ability to verify quantitative data, as
many people only feel safe with number and statistics, which seemi to relate to hard
facts” (Wisker, 2014, p.74).
The main disadvantage of quantitative research in relation to research is that some
topics are too difficult to quantify in numbers, for example, the best constructed
survey with closed-ended questions will not reveal how and why people behave in a
specific way. Qualitative research may be more suited to this type of research. As
Wisker aptly observes; “Collections of statistics and number crunching are not often
the answer to understanding meanings, beliefs and experience, which are better
understood through the gathering and interpretation of qualitative data” (Wisker, 2008,
p.74).
3.2.2: Qualitative Research:
Qualitative Research is concerned with the collection of rich data; data that cannot be
easily explained by numbers and statistical analysis.
IQualitative research isl embedded in the philosophy of empirieism; follows an
open, flexible and unstructured approach to enquiry; aims to explore diversity
rather than to quantify; emphasises the description and narration of feelings,
perceptions and experiences rather than the measurement; and communicates
findings in a descriptive and narrative rather than analytical manner, placing
no or less emphasis on generalisations (Kumar, 2014, p. 14).
It is an exploratory, inductive form of research that employs the use of interviews,
focus groups and observations to gather insights into the participants’ opinions,
motivations and thoughts with the aim of gathering rich data to uncover emerging
trends or to develop a hypotheses for potential quantitative research.
The main advantage of qualitative research is the ability to source rich data through
interviews, observations and case studies.
The main disadvantage of this type of research is the time-consuming nature of
sourcing participants for interviews and focus groups, transcribing interviews and the
analysis and identification of themes. Qualitative research is also not easily replicable
and can be biased.
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The table below highlights the main differences between qualitative and quantitative
research:
QUALITATIVE VS QUANTITATI^VE

i

FACTORS/
CHARACTERISTICS

QUALITATIVE
RESEARCH

i
QUANTITATIVE
RESEARCH

Types of questions

Probing

Limited probing

Sample size

Small

Large

Amount of information from
each respondent
Requirements for
administration
Type of analysis

Substantial

Varies

Interviewer with special
skills
Subjective, interpretive

Interviewer with fewer
skills
Statistical summation

Tape recorders,
projection devices, video
recorders, pictures,
discussion guides.
Low

Questionnaires,
computers, printouts

Researcher training

Psychology, sociology,
social psychology,
consumer behaviour,
marketing research

Type of research

Exploratory

Statistics, decision
models, decision suppo
system. Computer
programming, marketing
research
Descriptive or Causal

Hardware

Degree of replicability

High

Table 2: (McDaniel and Gates, 2004, p.67)
3.2.3: Mixed Methods Research:
Mixed methods research involves the use of both qualitative and quantitative research
methods. It aims to “select the best methods, regardless of the qualitative-quantitative
divide, to find answers to the research questions” (Kumar, 2014, p. 14).
An example of a mixed methods research approach would be conducting a survey
with closed-ended questions to collect the numerical (quantitative) data and carrying
out interviews with open-ended questions to gather the opinions and motivations of
the participants (qualitative data).
Combining both inductive and deductive thinking, the main advantage of mixed
methods is that researchers have access to a wider selection of research instruments
enabling them to collect more comprehensive data providing broader results and
reducing the risk of personal biases on the part of the researcher. The use of both
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words and statistics to communicate the research findings may help the research study
be of interest to a wider audienee.
The main disadvantage of the mixed methods approach is the time-consuming and
sometimes costly nature of collecting such a large amount of data as well as the
analysis and presentation of such data.
It is important to remember that both qualitative and quantitative researeh have their
flaws; “Neither one is markedly superior to the other in all respects” (Ackroyd &
Hughes, 1992, p.30).
Following consideration of the various types of research methods and the time frame
involved, the researcher has deemed qualitative research to be the best suited to this
research study as it enables the eollection of rich data since this study is concerned
with the gathering of opinions, ideas and thoughts.
3.3: Research Design:
Following the identification of a research question and research objectives (see chapter 1),
the research design should be considered.
Research design is defined as “a detailed outline of how an investigation will take
place. A researeh design will typically include how data is to be eollected, what
instruments will be employed, how the instruments will be used and the intended
means for analysing data collected” (Businessdictionary.com).
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The Process of Research
Identify the
Research Problem
Report
and
Evaluate Research

Review the
Literature

/ Analyze and
Interpret
Data
Collect Data

Specify a
Research
Purpose

IN

Table 3: The Process of Research (Campuscareerclub.com)

Kerlinger defines research design as “a plan, structure and strategy of investigation so
conceived as to obtain answers to research questions or problems” (Kerlinger, 1986, p.
279) .
Research design has two main functions;
1) To create an operational plan to undertake the various steps and procedures
required to complete the study.
2) To ensure that these procedures are adequate to obtain valid, objective and
accurate answers to the research question. (Kumar, 2014, p. 123)
3.4: Data Collection:

Data collection is defined as “the activity of collecting information that can be used
to find out about a particular subject” (Dictionary.cambridge.org).
There are two main types of data collection: primary and secondary research data.
3.4.1: Secondary research data:
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Secondary research is defined as “information that is already readily available”
(Kumar, 2014, p. 171). Examples include government or other public body publications,
personal records, mass media reports and earlier research such as academic journals.
Secondary research provides a foundation and understanding of the problem or issue
being explored enabling researchers to make better primary research decisions since
the secondary research typically reveals gaps in the research that need to be filled.
The researcher must consider the following when conducting secondary research:
1) Personal bias: This is especially the case with information from personal
journals and diaries. Newspapers and magazines are likewise not always known
for their objectivity.
2) Availability: The required relevant information may not be available.
3) Validity and reliability: Different sources have varying degrees of reliability
and validity, for example, an official government document would be seen as
more reliable and valid than a personal diary account.
The researcher must therefore ensure that the secondary data is not outdated and that
it is accurate coming from a reliable source.
For this academic study, the researcher conducted an extensive review of the existing
literature (see chapter 2) including academic journals, relevant books and websites,
and industry and government documentation relating to the topic before beginning
primary research.
3.4.2: Primary research data:
Primary research can
(Kumar, 2014, p.l71).

be simply defined as “the collection of required information”
Examplesinclude questionnaires, surveys,

interviews, focus

groups and observation.
The main advantage of conducting primary research is that the information collected
will be up-to-date, relevant (depending on the research instrument employed) and
specific to the purposes of the research study. The disadvantages include the timeconsuming element of conducting primary research, the difficulty in sourcing a sample
for a survey or interview, and the risk of biased results if the research instrument is
poorly designed.
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For this research study, a combination of secondary and primary research was
conducted. The primary research instrument used was a series of semu-structured
interviews with policy-makers within the arts and tourism sectors in Cork City.
3.5: Research Instrument: Interviews:
An interview is defined as “a verbal interchange, often face to face, though the
telephone may be used, in which an interviewer tries to elicit information, beliefs or
opinions from another person” (Burns, 1997, p.329).
In qualitative research, there are three formats an interview can take:
•

Structured interview: A structured interview involves the researcher asking “a
predetermined set of questions, using the same wording and order of questions
as specified in the interview schedule” (Kumar, 2014, p. 178).

The structured interview enables relatively straight forward data analysis because the
interviewer can compare the different answers given to the same questions.
Advantages

Disadvantages

Reduces interviewer

bias

the Lack of flexibility. The interviewee can

since

questions and the wording are exactly the be restricted by the questions and unable
same for everyone.

to explore other areas that

might be

equally relevant to the study.
Time-efficient as there is a limited amount Misinterpretation

data

interviewee is

collection
asked

the

the

questions

as

everyone interprets things differently.

that can be said about each question.
Simplified

of

as

every

exact

same

question making data analysis easier too.

Unstructured

interview:

The

unstructured

structure

has

been

“variously

described as naturalistic, autobiographical, in-depth, narrative or non-directive.
Whatever the label used, the informal interview is modelled on a conversation
and, like a conversation, is a social event...” (Wisker, 2008, p. 195).
Advantages

Disadvantages
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Very flexible and more comfortable.

Time consuming

in-depth information can be obtained

Increased risk of going off topic

Can

be

spontaneous

leading

to

idea Not all interviewees are comfortable with

generation.

this style of interview and

may seek

guidance.
May be difficult to transcribe and analyse
data from this type of interview.

•

Semi-structured interview:

The semi-structured interview is a combination of the structured and unstructured
interview. The interviewer has a set of questions to ask but they may veer off of
these questions if they feel the interviewee has other relevant information to give on
related topics.
The semi-structured interview therefore “employs a blend of closed and open-ended
questions, often accompanied by follow-up why or how questions. The dialogue can
meander around the topics on the agenda-rather than adhering slavishly to verbatim
questions as in a standardized survey- and may delve into totally unforeseen issues”
(Researchergate.net).

Advantages
Large

amount

Disadvantages
of

information

can

be Can be more time-consuming for both the

gathered.
Flexible

interviewer and the interviewee.
nature

of the

interview

may Data analysis can take longer involving

make the interviewee feel more at ease many
leading to increased output.

hours

of

transcripts

and

data

analysis given the large volume of data
collected.

Two-way conversation between interviewer Risk of interview going off topic.
and interviewee.
If the nature of the questions is sensitive,
the

interviewee

might

feel

more
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comfortable

answering

them

in

an

informal manner as opposed to within a
very formal setting.

For the purposes of this research study, the semi-structured interview was selected as
a research instrument. The researcher did not feel they had the necessary interview
skills required to conduct unstructured interviews, however, they equally felt that the
nature of the structured interview would be too restrictive on the interview candidates.
As such, the semi-structured interview was deemed to be the best allowing for greater
flexibility and a variety of viewpoints to be encompassed. With the assistance of the
research study supervisor, an interview guide containing a series of ten questions were
drafted. According to Kumar, an interview guide is important “to ensure desired
coverage of the areas of enquiry and comparability of information across respondents”
(Kumar, 2014, p. 195).
3.5.1: Pilot Interview:
A pilot interview is effectively a test interview to identify any potential problems
with the interview guide.
The advantages of conducting a pilot interview include the following:
•

Preventing technical issues for example recording equipment not working
correctly.

•

Ensuring the interview questions are easy to understand.

•

Checking that the interview questions are not repetitive.

•

Checking that the questions are not too long-winded and/or if there are too
many questions to sustain the interest of the interviewee.

•

Ensuring that the questions are relevant and connect to the researcher’s
research objectives.

The pilot interview for this study was conducted on May 14‘*^ 2019 at 16h30 with
Ms Julie Kelleher, the Artistic Director of the Everyman Palace Theatre in Cork City.
The interview lasted 16:35. Upon reviewing the recording, the following points were
observed:
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•

The researcher felt they were quite nervous and restrained during the interview.
The interview had more characteristics of a structured interview than semistructured. There was definitely more room for probing that the researcher did
not avail of.

•

The interviewee did not know anything about the UNESCO Creative Cities
Network making the first interview question: “What do you know about the
UNESCO Creative Cities Network?” impossible to answer. The researcher had
to explain the Creative City Network to the interviewee. As such, going
forward, an official definition should be readily available for those interviewees
who may not be aware of the concept and require briefing on it.

•

The interviewee asked for clarification in question three regarding the various
stakeholders that may or may not be interested in Cork gaining this UNESCO
Creative City status. The interviewee wanted to know what was meant by
relevant

stakeholders.

The

researcher

considered

including

examples

of

stakeholders into the interview guide but upon consultation with the research
supervisor, it was recommended that the question be left unchanged.
Following this feedback, a revised interview guide was prepared for the rest of the
interviews. The pilot interview will be included as part of the research as the data
gauged from it is relevant and detailed.
3.5.2: The Main Interviews:
For this research study, ten semi-structured interviews including the pilot interview
were conducted with a range of Cork City stakeholders with a particular interest in
tourism, the arts and urban planning over a period of two months from May-July
2019. The interviews ranged in length from 15-30 minutes. Nine of the ten interviews
took place during face-to-face meetings with one interview being a phone interview
due to the busy schedule of the interviewee. All of the interviewees were contacted
by email to arrange a meeting at their earliest convenience where the purpose of the
study was outlined. A sample copy of this email can be found in the appendices of
this report. Only one of the interviewees asked for the questions in advance. The
following table presents the interview schedule, names, positions held and date the
interviews were conducted.
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1.

Date

Name

Profession

Industry Sector

14/05/19

Ms Julie Kelleher

Artistic Director

Arts

Everyman Palace Theatre
2.

28/05/19

Mr Shane Clarke

CEO Nano Nagle Place

Tourism

3.

29/05/19

Ms Mary McCarthy

CEO Crawford Art Gallery

Arts

4.

25/06/19

Ms Fiona Kearney

CEO Glucksman Art Gallery

.Arts

5.

26/06/19

Mr Miguel Amado

Director Cork Printworks

Arts

6.

26/06/19

Ms Valerie Byrne

CEO

National

Sculpture Arts

Factory
7.

4/7/19

Dr Orla Flynn

Vice President for External

Academic

Affairs
8.

9/7/19

Ms Paula Cogan

Head of Global Sales for Doyle Sales and Public
Collection & Cork Chamber Sector
President

9.

10/7/19

Ms Kath Gorman

Head

of

Participation

Engagement-

and Arts
Cork

Midsummer Festival
10.

11/7/19

Ms Jean Brennan

Arts Officer Cork City Council

Public

3.6: Grounded Theory:
The researcher analysed the data collected from the qualitative research instrument
(the semi-structured interviews) using grounded theory employing a mixture of
comparative and thematic analysis to identify common ideas and themes that emerged
during the research process.
Grounded theory is defined as “theory grounded in experience(s). Rather than starting
from theory and developing a research idea and question, the researcher starts instead
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from his or her own or others’ experience and grows theory from that experience in
action” (Wisker, 2008, p, 213). Similarly, Strauss and Corbin describe grounded theory
as “one which is inductively derived from the study of the phenomenon it represents”
(1990, p.23).
Grounded

theory

commonly

involves

interviewing

participants

with

open-ended

questions or observing participants in a fieldwork or focus group setting. The
researcher must be willing to change his or her views as the research produces new
evidence. Once the information being received starts to repeat itself and confirm a
theorv, theoretical saturation is said to have occurred.
3.7: Reliability and Validity:
Throughout the course of the research process, the researcher was mindful of the
importance of both reliability and validity whilst conducting their research.
3.7.1: Reliability:
Reliability relates to “how well you have carried out your research” (Wisker, 2008, p.
322). Research is reliable if another researcher conducting research on the same area
carrying out the same research activities with the same participants would be likely to
produce similar findings.
As Moser and Kalton state; “a scale or test is reliable to the extent that repeat
measurements made by it under constant conditions will give the same result” (Moser
and Kalton, 1989, p. 353).
Factors that can influence the reliability of a research instrument include the
following:
1) The wording of questions may alter the meaning of the questions leading to
ambiguity and different responses.
2) Respondent’s mood can greatly affect the reliability of an instrument. On any
given day, an interviewee may be more or less inclined to talk and give their
responses.
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3) The interviewer’s mood can have an impact too on the interviewee, for
example, if the interviewer is

feeling impatient, they may not give the

respondent the time to talk at length.
4) The

relationship/nature

of

the

interaction

between

interviewee

and

interviewer.
5) The regression effect may alsoimpact on reliability.
interviewees change their viewpoints, for example,

This occurs when

they may feel that they

were too negative during the first interview.
6) Physical setting can impact, for example, if the room is too hot, the
interviewee may not be as inclined to talk at length (Kumar, 2014, p. 216).
3.7.2: Validity:
Validity is the ability of an instrument

to measure what it is designed to measure

(Kumar, 2014, p. 213). Similarly, Smith defines validity “as the degree to which the
researcher has measured what he has set out to measure” (Smith, 1991, p.l06). An
example of how validity differs from reliability can be explained in the following
example. Consider if a measuring scale is wrong by 4kg, the instrument can still be
deemed reliable as it would show the same weight every time we weighed that item.
As such, the scale is reliable but it is not valid as it is not revealing the actual
w'eight of the item
The researcher took the following steps to ensure validity in their research study:
•

Significant thought was put into the best research methodology that would be
employed during this study.

•

The research design was carefully planned with consultation from the research
supervisor.

•

An interview guide was compiled in advance of the interviews to ensure the
research study remained focused.

•

A pilot interview was conducted prior to the main interviews to ensure that
the research instrument was appropriate for the research study.

•

Grounded theory was employed to analyse the data collected.

3.8: Ethical Considerations:
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Ethics is defined as “the moral principles that govern a person’s behaviour or the
conducting of an activity’’ (Lexico.com).
Ethics plays a major role in research. There are certain behaviours in research that
may be deemed unethical, for example, causing harm to individuals, using information
improperly, encouraging bias or breaching confidentiality (Kumar, 2014, p.283).
Ethical

guidelines

psychological

harm

insist

that

researchers

and

that,

where

should

human

not

subjects

do
are

physical
involved,

or
the

participants should give their fully informed consent before taking part... they
should be able to withdraw at any time and to deny the use of their
information in the research (Wisker, 2008, p. 87).
Throughout this research study, the researcher acted in an ethical and professional
manner with the following steps being undertaken:
•

All interviewees consented to participate in the interviews. The purpose of the
research study was made clear to them by email in advance.

•

All interviewees agreed to having the interview recorded.

•

No harm was done to any interviewees during the interviews.

•

The interviewees were informed that all transcripts and the final report would
be available to them if they requested it.

•

The interviewees were carried out on a voluntary basis with no material or
financial gain involved.

•

In the writing of this report, the researcher has not attempted to hide or
distort any of the findings. Appropriate methodology has been used throughout
the research process.

•

All secondary research has been properly acknowledged and cited.

3.9: Limitations of Research:
The researcher acknowledges that there have been some limitations to this research
study. These may need to be considered for future studies;
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•

The researcher admits that they lacked experience in the area of empirical
research as this was the first time for them to undertake a research study on
this scale.

•

Despite the variety of participants interviewed, the small sample size does limit
the scope and range of this research.

•

Access to some of the interviewees proved challenging and resulted in a
couple

of high-profile

potential

interviewees

being

eliminated

from

the

interview panel list.
•

The time some of the interviewees had to offer was quite short and restricted
the amount of data that could be collected.

•

The researcher would like to note that time and personal illness were also a
limitation in this research. The

researcher is in full-timeemploym.ent coupled

with attending class as part of the Masters programme.

During the research

period, the researcher also went through a period of illness, which did limit
the research goals somewhat.
3.10: Summary:
This chapter outlined the various methodologies available to the researcher and
justified the approach chosen as well as describing the research

design process and

participants involved in this study. This chapter also explained why the researcher has
chosen a post-positivist qualitative research approach using interviews and grounded
theory to conduct their research. Chapter 4 will discuss the data gathered from the
semi-structured interviews.
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Chapter 4: Research Findings:
To live a creative life we must lose our fear of being wrong
4.0: Introduction:
This chapter presents the main empirical data that emerged from the qualitative
research conducted. Ten semi-structured interviews were undertaken with a selection
of relevant stakeholders across the arts and tourism sectors in Cork City. From these
interviews, the following ten themes emerged:
Creative City: Current awareness
Creative City: Benefits for Cork
Creative City: Stakeholder Interest
Creative City: Benefits for Tourism
Creative City: Benefits for the Arts
Creative City: Steps to Success
Creative City: Categories to choose
Creative City: Challenges for Cork
Creative City: A good or bad concept?
•

Creative City: Recommendations for Cork as a potential Creative City

Each of these themes will be explored in greater detail in the following sections. The
results include many direct quotations from the research participants.
4.1: Creative City: Current Awareness:
The first question asked of the participants in this study was how much they knew
about the UNESCO Creative Cities Network.
This research found that awareness and understanding of the UNESCO Creative Cities
Network is very mixed among the research participants. Awareness and understanding
of the Creative City concept ranges from interviewees who have previously worked
for UNESCO and are very familiar with the Creative City concept to participants
who have only a basic theoretical idea of the Creative City concept to contributors
that have no prior knowledge of the network or concept.

39

One such participant in this research admitted knowing nothing about the Creative
City network or the Creative City concept. For the purposes of the interview, a
definition had to be provided to this interviewee to assist with gauging responses to
the other interview guide questions:
/ don't know anything about it.

Julie Kelleher, Artistic Director, Everyman Palace Theatre, Cork City.
Another contributor appeared confused about the title of the Creative Cities Network
believing it to be an EU designation:
I’m aware of the EU Creative Cities Network. It's the one last year where
Cork was rated across a whole range of areas and we topped the poll on
vibrancy.
Fiona Kearney, CEO Glucksman Art Gallery, Cork City.
Another participant admitted an understanding of the Creative City concept but
pleaded ignorance in relation to the network:
I am familiar with the Creative City idea. I just didn’t know that there was a
formal network of cities that might have adhered or formally embraced this
kind of concept. Theoretically, it’s an interesting concept in the sense that you
replace old industry' models with new industry models. Service economy starts
to replace production economy. I don't really understand if people have been
developing ideas around this here in Cork and Ireland though.
Miguel Amado, Director Cork Printworks, Cork City.
On the other hand, another contributor expresses an awareness of the network but not
the Creative City concept:
I don’t know an awful lot about the UNESCO Creative Cities Netw’ork beyond
what I’ve seen in terms of the call-outs. I saw’ there was a call-out. You can
apply to be a Creative City. Being a part of this network would be a high
status achievement for Cork. This is the next step in terms of looking at how
creativity' is embedded throughout a city’.
Kath Gorman, Head of Participant and Engagement, Cork Midsummer
Festival.
Similarly, another interviewee mentions limited knowledge of the Creative City
network and concept:
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I don 7 know a whole lot about the UNESCO Creative Cities Netw’ork. / know
about the Learning Cities Network and a few other UNESCO initiatives. I
wasn’t aware of the work by Landry. / would have been more familiar with
the work by Richard Elorida and his concept around creative cities especially
the link betw'een strong economic return to those cities that are deemed to be
creative cities.
Dr Orla Flynn, Vice President of External Affairs, Cork Institute of
Technology.
Contrastingly, some contributors express a greater understanding of the concept and
appear to be well-read in the concept and the network. One such interviewee
mentions his knowledge of Landry’s research:
Eormally, / know very little about the UNESCO Creative Cities Network but I
am familiar with the concept of Creative Cities. Eve read the Charles Landry'
book.
Shane Clarke, CEO Nano Nagle Place, Cork City.
Another participant also indicates her knowledge of the network:
I don't know the UNESCO Creative Cities Network in depth. Em aware that
there are close to 200 cities that are apart of it. / know that we have two in
Ireland. Dublin is a UNESCO City of Literature and Galway is a UNESCO
City of Eilm. Eve been to some of the other designated cities, not necessarily
because of their designation. / think there is a certain feel when you’re in a
city that has that sort of cultural activity, which is interesting.
Valerie Byrne, CEO National Sculpture Factory, Cork City.
Similarly, another contributor mentions her current interest in learning more about the
Creative City network and concept:
/ know very' little about the UNESCO Creative City' Network at the moment.
Em definitely learning a lot about it though because we were involved (from a
Cork Chamber perspective) in an urban planning conference last year.
Creative Cities were one of the actual topics covered as part of this
conference. Erom a Cork Chamber perspective, it’s definitely tweaked an
interest.
Paula Cogan, President Cork Chamber of Commerce and Head of
Global Sales for the Doyle Collection.
One participant notes her former involvement with the European Cultural Cities
network and her connections to both Landry and Florida:
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/ know quite a bit about those networks because / was quite involved in the

European Cultural Cities both with Charles Landry and Richard Florida in the
past. I think it's an interesting topic but / think there's a lot of unpacking to
be done on what is meant by a ‘creative city''.
Mary McCarthy, CEO Crawford Art Gallery, Cork City.
The interviewee who expressed the most knowledge and awareness of the Creative
City network is a member of the Cork City Council. This participant explains the
Council’s decision for Cork to apply for Creative City status:
I know a reasonable amount about the UNESCO Creative Cities Network.
Cork City Council has an ambition to apply to be a Creative City specifically
for music. Dublin has literature status. Galway has film status. Within one
country^ UNESCO likes the statuses to be different. Cork has a stated
ambition to apply for one for music but that is a long-term plan. It would
depend on the money coming in.
Jean Brennan, Arts Officer, Cork City Council.
4.2: Creative City: Benefits for Cork:

The second question in the interview guide asked interviewees what they believed the
perceived benefits of Cork gaining UNESCO Creative City status would be.
This study reveals a strong optimism as to the possible benefits to Cork of having a
Creative City status. Some participants already view Cork as being a Creative City
with a designation merely adding value to what the city already possesses. Other
contributors emphasise the value of the collaboration and funding opportunities that
such a status could bring Cork City whereas other interviewees allude to how a
designation could raise the status of the city. Nevertheless, there is equally an
element of doubt as to the extent of these benefits and above all, for whom this
status would benefit the most.
One participant emphasises Cork’s current creative output and its success in recent
years, and how any designation would be an endorsement for Cork City to the wider
world:
Cork has a reputation as a creative city\ It achieved very' well in the cultural
and creativity' monitor by the EU carried out two years ago. We would hope
to retain this. The vibrancy of the city for its cultural and creative output has
grown over the last few years. However, the UNESCO Creative Cities network
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would develop the profile of the city and enable it to he seen by people in
the wider world rather than just here in Ireland.
Jean Brennan, Arts Officer, Cork City Council.
Another contributor echoes this viewpoint of Cork already being a strong Creative
City with a thriving cultural sector. This interviewee believes having Creative City
status could be a reflection of the creative excellence the city already possesses:
I'm sure there would he benefits to Cork having Creative City status. / think
the main benefits would arise from the fact that Cork is already a Creative
City and not necessarily the membership or rubber stamping from an
organisation. There's already really strong cultural institutions here. There's a
strong culture of going to museums, art galleries and libraries. There's a
strong living network of artists. Insofar as getting that status is a reflection on
what is happening organically on the ground, I think the benefits are
numerous.
Shane Clarke, CEO Nano Nagle Place, Cork City.
Other participants note the collaboration opportunities that such a status could bring to
Cork especially the possibility of looking at alternatives to creativity beyond the arts:
There are probably potential collaboration opportunities with other Creative
Cities. Perhaps we need to think more in terms of the different areas of the
city and how we might address things in a creative way. We need to think
beyond the arts. It's more about thinking about schools or businesses. How
might they use creativity' in their normal working day? Having this status
might really throw interesting ideas in making Cork a better place to live.
Kath Gorman, Head of Participation and Engagement, Cork Midsummer
Eestival.
This opportunity for collaboration between cities and benchmarking is also alluded to
by the following interviewee:
Definitely, there are benefits. We've learned a huge amount over the years
from being involved with other cities and the key learnings you get from them.
UNESCO is very' much respected. You can learn from the mistakes that other
cities have made, which is crucial for Cork. We don't want to be a Dublin.
We want to be a very' different offering, a very' different place to live and a
great place to live. I think the status from that perspective would be a great
achievement for the city.
Paula Cogan, President Cork Chamber of Commerce and Head of
Global Sales at the Doyle Collection.
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Funding is also made reference to by the following participant who again, mentions
the networking opportunities that having Creative City status would bring:
Yes, I think there are lots of benefits for Cork in having this status. If you
look at the Learning Cities initiative and how the university^ [University
College Cork] has really used that to outreach across the city, the Creative
City could also be another way in which the university’ could have an
enormous amount to contribute to the network. Being a formal member of the
netw'ork would allow you to do that netw’orking and benchmarking. / would
also hope that if we were a member of this network that it would be much
easier to do the networking that is required to successfully put in a Creative
Europe grant.
Fiona Kearney, CEO Glucksman Art Gallery, Cork City.
Another contributor mentions the profile-raising benefit for Cork of having Creative
City status:
I think there is a huge benefit to it [having Creative City statusf Cork was
the European Capital of Culture back in 2005. I think it brought enormous
benefits to the city to have the profile raised of the types of creativity and the
types of networks that exist within the city. Eor Cork to achieve this
designation would he an absolutely wonderful thing to happen to the city.
Valerie Byrne, CEO National Sculpture Factory, Cork City.
Nonetheless, some interviewees expressed a more cautious optimism to the perceived
benefits of Cork having this Creative City status namely who this status would
actually benefit. The following participant expresses a worry about the Creative City
status solely benefitting the large cultural organisations of the city:
I do 1 think there are benefits for Cork of having Creative City status] as long
as a Creative City isn’t just held as something that is only shared amongst
what w’e traditionally defined as the creative spectre, which are cultural
organisations.
Mary McCarthy, CEO Crawford Art Gallery, Cork City.
Another contributor expresses both the positive and negative side to the gaining of
such a status, and whether this status would really benefit the artists of the city:
Usually, those kinds of designations, such as the Purple Elag designation make
newspaper headlines and seem to generate more tourist attention. I have a bit
of hesitation about pointing our creativity solely at tourists because / think
that it’s important for cities to thrive on their own terms and for artists to be
able to be resident in and contribute to cities without them being
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instrumentalised for attracting tourists. I think anything that can contribute to
making sure that artists have a less precarious working life, that they are
more invested in, that they are more supported to make their work in a way
that isn’t completely piecemeal is a good thing. I guess there is a tension
hetw'een this idea of something being for tourists as opposed to for the people
who actually live here.
Julie Kelleher, Artistic Director, Everyman Palace Theatre, Cork City.
Concern for the benefits for the city artists is again expressed by the following
contributor;
/ certainly do [think there are benefits!. Cities that are more diverse and
creative attract people who are creative thinkers. Those cities are the ones that
perform best in economic terms. From that perspective alone, one would have
to welcome the idea of Cork becoming an officially designated UNESCO
Creative City. / would have some concerns, however, as to potentially the lip
service being paid to creativity' in our city and our wider region. / think
creativity is something that Ireland as a whole takes for granted.
Dr Orla Flynn, Vice President of External Affairs, Cork Institute of
Technology.
The question of gentrification is raised by the next interviewee:
/ believe Cork could benefit from being involved in some policy-making or
regeneration policies and projects that could be developed around creativity,
making and culture in general. Gentrification is the downside of this and the
expulsion from city-centres and from other areas of the city of people who are
either not socially or intellectually qualified, or those who do not have the
capital to stay and have to go elsewhere.
Given that it’s now thirty years since this idea [the Creative City conceptl was
generated, perhaps, if we can learn from the past, from experiences elsewhere,
then this concept may still be a relevant way of marketing a city against other
existing areas or old conceptions of the city.
Miguel Amado, Director, Cork Printmakers, Cork.
4.3: Creative City: Stakeholder Interest:

The third question posed to research participants was whether or not they felt there
would be sufficient stakeholder interest in making Cork a UNESCO Creative City
network member.
This study reveals a great interest among Cork City stakeholders in Cork gaining a
UNESCO Creative City status. In fact, one participant alludes to the City Council’s
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intention of applying for Creative City status in the future. Other stakeholders
interviewed emphasise Cork City’s strong and vibrant cultural institutions and high
levels of connectivity as well as the time being ripe for such a status given the
current state of city redevelopment being undertaken. Nonetheless, despite the high
levels of interest expressed, many participants highlighted doubts regarding the various
roadblocks that could diminish such stakeholder enthusiasm, namely the city’s
dependency on a small group of people to achieve too much under unrealistic time
frames and the confused branding messages that exist within the city.
One of the key stakeholders interviewed as part of this study is a member of Cork
City Council. This research participant makes clear the City Council’s interest in
applying for UNESCO Creative City status:
The City Council has been considering Cork being recognised as a UNESCO
Creative City of Music but that hasn’t been moved on. It is a stated ambition
or has been in the last strategic plan.
Jean Brennan, Arts Officer, Cork City Council.
Another contributor to the study expresses her belief in stakeholder interest
emphasising the great connections that already exist within the city between the
stakeholders:
/ think there would be interest [among stakeholders in Cork becoming a
UNESCO Creative City]. We’re all quite well connected especially the arts
and cultural sectors. There is a real willingness across the city in different
sectors to work together. There is a real appetite.
Kath Gorman, Head of Participation and Engagement, Cork Midsummer
Festival.
Similarly, the following interviewee alludes to the great connectivity within Cork City
in addition to the strength of the cultural institutions currently in existence:
Td welcome the opportunity to have the conversation [about making Cork a
UNESCO Creative City]. There are some brilliant cultural institutions. There
isn’t really a formal network but there are informal connections. We all know
each other a little bit. It would be lovely to see a much stronger lobby both
from the institutions and the practitioners. I think Cork is a cultural city. Is it
more than the sum of its parts? It certainly could be more than the sum of its
current parts. It’s a cultural, well-educated UNESCO City of Learning. It’s in
a good position to get such a status.
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Shane Clarke CEO Nano Nagle Place, Cork City.
Another participant expresses disbelief that any stakeholder could not be interested in
Cork gaining such a status given the current redevelopment of the city and how
having Creative City status could only bring additional benefits to city and county:
I would imagine there would he I stakeholder interest]. / can’t see why they
wouldn’t want that sort of a designation given that it brings such advantages
and profile with it. We’re at the point now where the planners and the City'
Council can make choices about which path to go down. I think the big thing
that is on the table at the moment for Cork is the development of the
Docklands and how that is going to impact on the city. Have we learned any
lessons from what has happened in other cities? Are there other second cities
or smaller cities who have used these post-industrial or dockland areas to a
greater effect?
Valerie Byrne, CEO National Sculpture Factory, Cork City.
A significant body of interviewees expressed an interest in Cork gaining Creative City
status but expressed elements of doubt as to how this interest could be managed. One
such doubt revealed by this study was the need to include the voice of the creative
in these discussions:
I would say that there would be a big interest in this [in Cork gaining
Creative City status]. Certainly, the people involved in the creative sectors
would be interested in a bid to be a formally designated Creative Cit\\ The
experience that we’ve had in relation to the UNESCO Learning City' should
stand to us. / think that more investment would be needed. We have a number
of very strong and vibrant creative pillars in the city but I think that a more
comprehensive policy around creativity and the inclusion of creative thinkers in
our planning would be welcome. / think that the voice of the creative and
there are plenty of those voices in the city' needs to be at that top table. They
need to be heard in as important a way as the need for the M20 motorway.
Dr Orla Flynn, Vice President of External Affairs, Cork Institute of
Technology.
This viewpoint is also given by the following contributor who fears that some
stakeholders may not support the actual creative people at whom this Creative City
status is supposed to benefit:
/ feel like the interest [to become a Creative City/ already exists. I guess
there is a question with the likes of Fdilte Ireland who frequently support
festivals and don’t support the likes of venues who are here year round
though. Would the Creative City designation be a similar situation for us?
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Julie Kelleher, Artistic Director, Everyman Palace Theatre, Cork City.
Another interviewee, although positive about the potential stakeholder interest in Cork
achieving Creative City status expresses his doubts about people being excluded from
the benefits of this status and how such a status can only work if it is centred
around inclusivity and diversity:
I believe there would be interest. / think the relevant stakeholders would be
segments of both universities, sectors within it, the cultural institutions that
exist in Cork across art forms and cultural production in general and the
local authorities. I think stakeholders would be interested in this but only if
there is something about inclusion and equality attached to this idea like
developing the creative sector to help the city-centre or develop jobs, which
are sening those who are less educated.
Miguel Amado, Director of Cork Printmakers, Cork City.
This need for inclusivity and how this status could benefit everybody is also
questioned by the following participant who questions stakeholder interest and fears
the city has too much branding:
/ don't know if there would he interest. / would hope they Ithe stakeholders!
would be interested but / think there has been simultaneously a lot of
investment in different brands for the city. We’re too small for that. That
speaks to me of a disjointed practice. I would worry about that in terms of
who or how is it that you make sure that all of those people engage with the
Creative City because that was what was successful about the Learning Cities.
Everyone joined up: all the stakeholders: CIT, UCC, the City Council and the
Departments.
Fiona Kearney, CEO Glucksman Art Gallery, Cork City.
Another participant worries that any interest could be jeopardised by the lack of
understanding of creativity and how it is currently being employed:
I think there is [interest] as we use creativity' as a tool for problem solving and
as a tool to thinking about how to plan cities for the future. / think there’s
quite a bit of work to be done though to expand on the definition of
creativity.
Mary McCarthy, CEO Crawford Art Gallery, Cork City.
The following interviewee expresses interest but also questions this interest in terms
of Cork’s dependency on a small number of people to do everything:
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I do think there is interest. I think one of the concerns that / would see in
Cork is that it’s a relatively small city. You will find the same people get
asked to he involved actively from a voluntary perspective in so many different
organisations, be it festivals, be it events, be it being involved in international
partnerships. For most of the people involved, they have a day job as well.
That can be difficult.
1 think the other part is to have a very' structured timeline. We’re not going
to get this to happen in twelve months. I think it’s just unfortunate that we
set ourselves unrealistic targets. We set ourselves up to fail and then, it’s
disappointing for everybody who has given of their time and energy.
Paula Cogan, President Cork Chamber of Commerce and Head of Global
Sales for the Doyle Collection.
4.4: Creative City: Benefits for Tourism:
The fourth question in the interview guide asked contributors if they felt there could
be any benefits to Cork tourism in having UNESCO Creative City status.
This research study observes mixed opinions on the benefits for tourism of Cork
having Creative City status. While some participants believe that there can
undoubtedly be benefits for the Cork tourism industry and the knock on economical
benefits tourism can bring to a region, many contributors believe that the focus of
the Creative City should be on the actual people who live in the city especially the
creative practitioners as opposed to the tourists. Indeed, some interviewees question
whether the gaining of a Creative City status could impact in any way on tourism
believing that such designations are often just flat branding exercises that hijack the
word ‘creativity’.
One participant, however, believes that tourism is the sector that could potentially
gain the most from Cork having Creative City status:
It is the tourism perspective that can essentially profit from this [gaining
Creative City status]. Obviously, it depends on the type of tourist. If you’re
looking at the cultural tourist in particular, it is likely that they may have a
particular interest in music. The UNESCO Creative Cities network is one of
the things they may look at in order to decide whether to go somewhere.
Jean Brennan, Arts Officer, Cork City Council.
Another interviewee expresses a similar opinion emphasising the huge variety of
cultural offerings in the city that could benefit the tourist:
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Yes [tourism could benefitj. I feel that it’s a city’ that is well deserved. For its
size, it has got a huge amount going on in terms of culture, the different arts
institutions and the number of festivals.
Kath Gorman, Head of Participation and Engagement, Cork Midsummer
Festival.
The

following contributor believes that the gaining of Creative City status would

essentially benefit a lot more than just the visitors to Cork City:
From a tourism perspective, Cork could definitely benefit. For me, the
interesting thing that has happened between tourism and any city nowadays is
if you look at the top ten cities in Europe to do business and the top ten
cities to visit, eight of them are the same. So, if a place is going to be a
good place to live, to work, to enjoy the surroundings, to be creative, then,
it's automatically going to be a good place to do business as well. Everybody
benefits from that!
Paula Cogan, President Cork Chamber of Commerce and Head of
Global Sales for the Doyle Collection.
Another participant indicates a belief in the benefits for the tourism industry of this
status and how the granting of such a status could push Cork to look at alternative
ways of being creative:
Yes absolutely [the tourism sector could benefit]. We’ve used the City of
Culture status to good effect. The cits' itself is absolutely thriving. We know
the benefit from all the festivals and people coming to the city for cultural
events. Certainly, if Cork was a Creative City, Fd like to see the word
’creativity'’ used beyond the obvious association with visual arts and music.
Creativity' can be found in many different forms and guises, for example,
innovation.
Dr Orla Flynn, Vice President of External Affairs, Cork Institute of
Technology.
Many interviewees express concern about the Creative City status being more for the
tourists than the actual citizens of a city:
The city could benefit from a tourism perspective but I have this constant
personal tension about this. I would rather that we were making these
investments as a city' for thepeople who live here as opposedto for the
people who don’t live here.
Julie Kelleher, Artistic Director, Everyman Palace Theatre, Cork City.
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The following participant expresses a similar concern and warns of the dangers of
Cork becoming a commodity to be consumed by tourists comparable to Templebar in
Dublin:
Cork seems to be at a turning point where it is realising its tourist potential.
The Creative City status could benefit the city's tourism sector. It would be
fair to say that Cork hasn’t really told its story yet to the wider Cork region
or to Dublin, or to Ireland or to further afield in recent times. I certainly
think that it would be great for Cork to be known again for the great buzz
and the liveliness of the place. I think it should all come back, however, to
making the lives of people who live in Cork better and not just the big bars
and hotels cashing in. First and foremost, the Creative City status should play
out in a much improved quality of life for the people who live in Cork.
I absolutely agree that if you bring culture, nature and sustainability to a city'
then you’ve got the makings ofan amazing city' for the people who live there.
The
word would somehow getout to other people to come and visit. You
want to have a balance though. The ultimate aim of culture should be
reflective of a strong local culture and local cultural identity rather than as
culture for just selling and consumption.
Shane Clarke, CEO Nano Nagle Place, Cork City.
Another interviewee also believes that the Creative City status should be something
that benefits both tourists and locals, inspired by the current needs and activities of
the creative people working in the city:
I think Cork could benefit from a tourism perspective by having this Creative
City status but I’m not sure that we should be driven only by a consideration
for tourism. I think that the designation as a Creative City should be about
the constituents who live here and what they bring to the city as much as it
is about attracting people from the outside to come in. Yes, it’s always really
important to keep the economy ticking over with the hotel beds filled and the
restaurants full but if the Creative City status becomes something that is
brought in and super imposed, I think it is a bit flat. It has to come and be
generated from the activity' that is happening within the city. It has to be
sustainable for the artists and the creative people who live within the city'.
Valerie Byrne, CEO National Sculpture Factory, Cork City.
This point is elaborated further by the following contributor who emphasises the
importance for Cork in attracting and retaining talent, a city of creators rather than
consumers:
It can [Creative City status] benefit more than tourism. Cork could become a
place which would attract professionals, not Just recipients, receivers and
consumers of any kind of creative output that is developed within the context
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of the creative sector. The influx of people helps generate business. That is
beneficial to the local economy. Retention of talent and the importation of
talent is more important than tourism in many ways.
Miguel Amado, Director Cork Printworks, Cork City.
Some participants do not believe that Cork’s gaining of Creative City status would
have much of an impact on the tourism industry at all believing such a designation
could deaden the brand:
/ don't know if tourism would benefit [from Cork gaining Creative City status].
My genuine gut feeling is out on that. This isn't a hugely informed opinion
but 1 don't know if a brand is going to have a huge impact. I think it's just
another listing of something. All of these designations look very official but I
think the culturally curious travel because of things like young people making
word-of-mouth, really good social media or things like Mad about Cork being
made more visible. / think those are the things that will influence choice, not
a UN brand that sometimes almost has the effect of deadening a city.
Fiona Kearney, CEO Glucksman Art Gallery, Cork.
The following interviewee expresses a similar opinion believing that the word
‘creative’ has been taken over by cities and exploited by marketers:
I think the word ‘creative' has been over-hijacked by cities to attract tourists. 1
think that tourisms are interested in cities where locals are involved in a kind
of participatory democracy, where they are interested in things happening but
/ don't think in itself it's a brand that would necessarily attract people.
Mary McCarthy, CEO Crawford Art Gallery, Cork City.
4.5: Creative City: Benefits for the Arts:
The fifth question in the interview guide asked participants if they felt Cork having
UNESCO Creative City status would benefit the arts.
This study highlights a strong belief that having Creative City status would benefit
the Cork arts especially in terms of funding opportunities and forwarding the creative
thinking conversation within the city. Numerous interviewees alluded to the rich and
vibrant arts and cultural life in existence in the city at present and how such a
Creative City designation could only serve to enhance the current arts offering. Some
participants did, however, express fears that any designation would just be a hollow
title with no real meaningful support behind it for the city’s artists who desperately
need more creative spaces to work from.
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One contributor to this study highlights what she believes to be the main benefit for
the arts in terms of Cork obtaining Creative City status:
Having Creative City’ status would help if arts organisations are looking for
further funding, for example, if they're looking to the EU or even nationally or
internationally for funding.
Jean Brennan, Arts Officer, Cork City Council.
Another participant expresses a similar opinion in terms of the funding opportunities
that such a designation would bring:
Yes, 1 do think it [Creative City statusl could benefit the arts because it tends
to help with funding. It’s like a quality' hallmark. It would be beneficial to
those of us working in the arts to have that hallmark because it might help if
we’re applying for Creative Europe funding. If we’ve got the status, there is
obviously something proven about a group of key stakeholders working
together around this set of values in a city.
Fiona Kearney, CEO Glucksman Art Gallery, Cork City.
Other interviewees make reference to how the Creative City designation could forward
the creative thinking conversation and how the arts have a key role to play in this
conversation:
Erom a cultural perspective, I do [think the arts could benefit from Creative
City statusl because I think you’d have more people understanding creative
thinking and using the arts as stimulus or a way into that process.
Mary McCarthy, CEO Crawford Art Gallery, Cork City.
This point is elaborated on further by another participant who thinks a designation
could force people to consider the arts in a different, less formal way: a more
accessible creativity that is open to everyone:
Yeah definitely, the arts would benefit from Cork having Creative City status.
Obviously, we have the subsidised arts such as the different festivals and the
venues where people go in through the doors to be entertained or to take part
in different activities. There is also every' day creativity' though. A lot of
people don’t necessarily identify' themselves as being creative but actually, they
are. It’s just about articulating that.
Having this status could be a potential vehicle around every day creativity'. I
think there could be something about making Cork a city of creativity centred
around its ordinary' people. Creativity' doesn’t necessarily have to mean that
you’re going through the door of an arts institution or going to a festival. It’s
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about encouraging that innate creativity' that everybody has and articulating
that.
Kath Gorman, Head of Participation and Engagement, Cork Midsummer
Festival.
Some other contributors believe that Cork is already a very cultural, artistic,
collaborative and creative city and that any designation would merely be an
enhancement and further endorsement for its arts sector as the following interviewee
states:
I do [think that the arts could benefit from Cork gaining Creative City status]
and I think that one of the real benefits of Cork is that it’s such a
collaborative city. Cork is small. People are inter-connected. There is a feeling
of goodwill amongst the arts organisations with the sharing of resources. We
also share ideas and ideology of what we want for the city. I think a real
example of that in action is the Cork Midsummer Festival, which is founded
on those principles of collaboration with every' cultural organisation or
institution within the city. 1 think that Cork definitely is ripe for this being
more formalised in .some way.
Valerie Byrne, CEO National Sculpture Factory, Cork City.
Another participant echoes a similar opinion about the current vibrancy of Cork City
and its many arts institutions and outreach programmes:
I do think the arts could benefit from this designation because art is a very
interesting concept. You can 7 really define it. Living art is an interesting piece.
We’re very fortunate in Cork as we already have a very vibrant art culture.
It’s subtle. You don’t have the huge art galleries or museums that you might
have in Europe and abroad. What you have is a very' vibrant culture that is
working very well with primary', secondary and third-level institutions. We’ve
got quite a lot of the art community' now working with lots of the companies
and organisations in the city. I’ve seen some amazing projects around
sculpture, office space and living art. People are viewing it on a daily basis.
It’s not something precious that is in an art gallery where only the very few
get to see it.
Paula Cogan, President Cork Chamber of Commerce and Head of Global Sales
for the Doyle Collection.
The following contributor praises the arts infrastructure of the city and how Cork
differs from other cities that have employed the use of large capital projects to define
their cities artistically:
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Cork can benefit from positioning itself as a city of creativity within the arts
and culture sector. There are already key anchor institutions operating in the
city. Funding streams are more or less in place. There is already an
awareness of the need to engage and enable the participation of the
population in general into arts activities. There is still a need to increase the
outreach capacity' to ensure that we are more inclusive and diverse to people
who aren't engaged with the arts. Some cities rewrite themselves around the
creative model sometimes by developing a large-scale capital project, which
attracts attention, for example, the Guggenheim Museum in Bilbao. The
critique, however, is that all the resources are all concentrated in this major
project leaving the existing fabric of a place with less resources. Here, in
Cork, this has not happened.
Having a Creative City status would benefit the arts as it would involve
looking at our existing infrastructure and articulating it better in terms of a
common message or enabling these infrastructures to further develop and
potentially develop small-medium scale projects that somehow complement what
already exists.
Miguel Amado, Director Cork Printworks, Cork City.
Other interviewees present a more cynical outlook as to extent the Creative City
could really benefit the arts sector in Cork fearing that the needs of the artists will
be forgotten in the midst of progress:
/ do think there may be benefits for the arts but I'm a little cynical. Our

artists in some way are like the invisible oil that keeps our city going. There
is a lot of artwork and artistic practice going on but what has our city done
for our emerging artists? Very little! I would really like to see the city
renovating derelict properties and allocating them to a space for our artists.
Sample Studios has ended up in Churchfield for example.
Dr Orla Flynn, Vice President of External Affairs, Cork Institute of
Technology.
Another contributor expresses a similar sentiment fearing that the designation would
just be a title with no meaningful support for the creative people behind it:
/ think having this status would be an endorsement for the arts.

You can
definitely see the benefits marketing and branding wise that it could bring.
There was great work done to position Cork as a food destination, so, / do
see the benefit in the designation. There is no doubt that the city's artists
could sorely use some kind of investment or endorsement but often, / think
these endorsements can be a little hollow. It's just a nice label or umbrella
on the top. There isn't any meaningful support underneath. The events centre
in the city' is a good example of something that is said to be bringing people
into the city and that it will be good for the arts. Personally, 1 don't think
that the event centre will have any impact on the city's artists.
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Julie Kelleher, Artistic Director, Everyman Palace Theatre, Cork City.
Similarly, the following participant seems hesitant about the value to the arts of Cork
gaining Creative City status:
/ don't know is the answer [if the arts can benefit from Cork gaining Creative
City status]. I would like to see the evidence from other cities around Europe
as to how the aim of achieving that status or the achievement of that status
actually helped what was going on on the ground. For it to work, it needs to
he a ‘bottom-up’ approach rather than ‘top-down’ approach. You would have
to see how it is organised.
Shane Clarke, CEO Nagle Nagle Place, Cork City.
4.6: Creative City: Steps to Success:
The sixth question posed asked interviewees what they felt was necessary for Cork to
do or to have in order to become a UNESCO Creative City network member.
The participants in this study expressed a variety of steps that are necessary for Cork
to undertake in order to achieve Creative City status. Big emphasis was placed on
the role of the City Council in being the impetus to drive the agenda. More
discussions around the notion of creativity, the importance of having the right people
tasked with this remit as well as the accessibility of the city and the desperate need
for artistic space were all key findings that emerged.
One contributor who works for the Cork City Council and who is aware of the
application process involved in gaining this Creative City status states:
It’s a process and application. It’s a series of things that have to be achieved,
that have to be proven to get that status. It will involve considerable work
from the City' Council and other stakeholders in order to do that. It will
involve an investment of money.
Jean Brennan, Arts Officer, Cork City Council, Cork City.
Another interviewee appears quite vague about what would be necessary for Cork to
do or to have to achieve this status but feels the City Council should be the first
point of discussion:
I think the first thing that needs to happen is having a conversation with the
City Council. It’s really a case of knowing what support the Council needs
from the different sectors.
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Kath Gorman, Head of Participation and Engagement, Cork Midsummer
Festival.
The need for Cork citizens and stakeholders to have more discussions around the arts
and creativity, and to ultimately become more involved in the decision-making of the
city is another point that the following contributor feels is necessary for Cork to
achieve Creative City status:
/ think we saw in the local elections and in the mayor elections that there’s

quite a bit of work to be done in terms of prejudice in democracy. How do
people get involved in local decision-making? How can people use creative
tools to feel more engaged with Cork and its future? The City Council started
initiatives like this with Cork Conversations and a lot of dialogues around
city-making but we need people to have more autonomy and responsibility for
local festivals.
Mary McCarthy, CEO Crawford Art Gallery, Cork City.
The following participant expresses a similar point, feeling that there isn’t enough
debate and talk about art and culture in the city at present to drive forward the
Creative City status discussion:
It would be great to hear a really lively and argumentative debate about
where art and culture falls. For many people, to walk inside the Crawford or
the Glucksman Gallery' would he outside of their comfort zone. There's lots of
evidence that if you get kids into museums, galleries and libraries at an early
age, they will most likely go into them for the rest of their lives. / think that
breaks down this idea that arts is passively received, that it’s not something
you can get involved in and debate. Cork is amazing for festivals. Many of
them are participatory, which is brilliant. I don’t hear the arts and culture
debate in the Chamber of Commerce. I don’t hear it when / sit in the
Council.
Shane Clarke, CEO Nano Nagle Place, Cork City.
The importance of having the right people committed to making Cork a Creative City
is of paramount importance according to the following interviewee:
For Cork to achieve Creative City status, you need
have the right people doing the job and that there
tasks and resources and an agreement that you’ve got
end goal It’s also important that it wouldn’t be
stakeholder groups such as Pure Cork.

to make sure that you
is a clear allocation of
to commit to a common
competitive with other

Fiona Kearney, CEO Glucksman Art Gallery, Cork City.
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This need to have the right people on the job is again expressed by the next
participant who also mentions the importance of diversity and inclusion during the
process:
Again, 1 think for Cork to achieve this [Creative City status], it needs to have
the right people at the table. Thankfully, I think we've moved on from the
stage where the arts and cultural population of the community felt like they
were competing against each other. We have a very' diverse nationality' split
happening now in Cork. If the statistics are true, within twenty years time
40% of our population here in Cork won’t have been from this region. That
split also needs to he represented at the table.
Paula Cogan, President Cork Chamber of Commerce and Head of
Global Sales for the Doyle Collection.
One of the main points expressed by many of the interviewees is Cork’s poor
accessibility and the need for more artist space both to work and live in as the
following contributor notes:
For Cork to achieve this Creative City designation, we need to decide on
what that status should be. / think if it’s going to he something that helps
tourism; we need to look at the accessibility of Cork, which is a massive
problem. We have an airport that doesn’t really function to its full capacity.
We should have rail links everywhere. We are the second city of the country.
We also need to look at a greater and a securer provision of studio space for
artists within the city. We have lost a lot of .studio space over the last couple
of years with the closure of Sample Studios for instance. I think all of the
Dockland Developments should have a planning stipulation where they have to
provide a cultural entity. That isn’t necessarily a piece of sculpture outside the
front door that is put in just after the building has been built. They should
have artists and designers brought in as part of the design team from the getgo. If we are to become a Creative City and attract other artists and creative
people in, accommodation is a massive problem for us.
Valerie Byrne, CEO National Sculpture Factory, Cork City.
This need for more studio space and sustainable support for artists is similarly
expressed by the following participant:
For this to happen [Cork becoming a Creative City], we need more spaces for
artists. We urgently need that. We can’t have places that were formerly studio
spaces for artists lying in a pile of rubble. We need to try and negotiate with
developers for office blocks that they will have a cultural belt or an allocation
of cultural space for every ’x’ number of thousand feet of office or residential
space that gets built. We need to solve the housing crisis and get better social
housing.
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For a long time, Cork had a really thriving community because artists could
always afford to live here. That is ceasing to be the case. If you ’re sitting in
some of the bigger public bodies, it may seem that the city has an aura of
culture about it because we’ve got musicians in every' other pub, we’ve got
theatre makers, we’ve got visual artists and we’ve got some great cultural
buildings in the city'. All of that does not happen by accident though. We do
need more meaningful sustainable support for the arts.
Julie Kelleher, Artistic Director, Everyman Palace Theatre, Cork City.
The following interviewee elaborates further on this point saying that Cork needs
more space and support, not only for artists but indeed, other professionals that one
may be trying to attract into the city:
It’s important to attract professionals. Maybe you need a technology huh in
the city' for makers. There isn’t such a thing at the moment. Maybe you need
an arts centre, which also isn 7 present. There is a gallery' at the Glucksrnan,
which is from the university. There is the Crawford Art Gallery, which is the
civic gallety. We need something in between. Maybe there is a need for more
support for organisations such as Cork Printmakers, which are basically hubs
that enable local artists to produce work and to become part of a network.
Miguel Amado, Director of Cork Printworks, Cork City.
Another participant suggests the formation of creative districts as a necessity for Cork
in achieving this Creative City status:
What Cork needs to achieve this Creative City status could potentially be a
creative district. It’s my understanding that a view was expressed that Barrack
Street could become a real hive of activity. There’s probably a lot of property
there that could be used for artists’ living spaces. There was also the question
of the old Port of Cork building and the bonded warehouses there. What
about the Old Butter Exchange up in Shandon? That has potential. You’ve got
the Firkin Crane, you’ve got the Butter Exchange but then you’ve got that
place next to the Butter Exchange, which could be converted into a marker
space for artists and artists’ studios. I think that would be an extraordinary
investment by our city' in our community of artists. They could combine that
with an area to exhibit and sell work and also practise in a way that tourists
coming up to see that part of the city would be really interested in.
Dr Orla Flynn, Vice President of External Affairs, Cork Institute of
Technology.
4.7: Creative City: Categories to Choose:
The seventh question asked of interviewees was which field of Creative City they felt
Cork would be best suited to.
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This research study reveals a lack of consensus on the type of Creative City Cork
should apply to become. The interviewees all expressed differing opinions on what
type of Creative City Cork should be with all seven creative fields being mentioned:
gastronomy, film, literature, design, craft and folk art, music and media arts. Another
finding that emerged from this study was a side note referred to by many participants
on the restrictive nature of the Creative City fields and how none of the Creative
City fields applies to the visual or performing arts.
Many contributors appear to be torn between many different creative fields:
I think the gastronomy and design fields would be best suited to Cork. We do
have a very creative gastronomy sector, which we know from our recent
Michelin star in the city. 1 think food is a big factor here. / think that design
is something that needs to be improved upon. We saw from Design Pop that
was here a few weeks ago that there is a big appetite for design and food in
Cork.
Mary McCarthy, CEO Crawford Art Gallery, Cork City.
The following participant is equally torn between the categories of gastronomy, design
and film whilst also expressing surprise that visual arts do not feature amongst the
creative fields:
There's nothing in terms of visual arts or festivals? / guess
Cork is really
strong in terms of food. We are strong in design too I think. There have been
quite a lot of different things, again, through Mary McCarthy and her work
with the Cork Conversations series. I guess there is a lot of urban planning
going on in the city at present. There was also the Design Pop Festival
recently. Design is quite broad in terms of what that meansas well. Then
again, we’re really strong in terms of film too.
Kath Gorman, Head of Participation and Engagement, Cork Midsummer
Festival.
A lack of a clear answer is again exhibited in the next contributor’s opinion where
surprise is also expressed in relation to the absence of performing arts from the
creative fields:
There's no theatre? No performance that isn't music? Gastronomy is an
obvious one I suppose. I think there would also be an argument for design.
There is a really interesting burgeoning architecture and design sector here.
Music is a no-brainer. There could also be a strong argument for literature. /
would be less convinced about the craft and folk art field. I would say that
the food sector is probably miles ahead of anything else in Cork. If I had to
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take that out of the mix, I would probably be fighting between music and
literature. I would probably say literature in the end.
Julie Kelleher, Artistic Director, Everyman Palace Theatre, Cork City.
Gastronomy and craft and folk art are deemed to be the best Creative City fields for
Cork according to this next interviewee who also exhibits caution about the creative
field being dictated by a status of what Cork should be as opposed to the current
happenings in the city:
Gastronomy and craft and folk art are probably the two that come to my mind
as being the best fit for Cork. I think the gastronomy one is quite interesting.
Cork pitches itself as the food capital. The English Market is astounding but if
you go to a lot of European cities, a market like that is quite standard fare. /
think the restaurant scene in Cork is also pretty' ordinary. 1 think Cork should
have a design/craft quarter. We're miles away from any sort of critical mass
on that. Personally, Ed love a craft quarter to be developed on Douglas
Street. North Main Street also seems to be the perfect place for it with a bit
of cLiration from the Council.
Anyway, I would be very careful about the 'tail wagging the dog' with these
Creative City field statuses. The status should not dictate what happens on the
ground. What happens on the ground dictates the status.
Shane Clarke, CEO Nano Nagle Place, Cork City.
Music is deemed to be the best suited creative field for Cork by the following
participant whilst acknowledging that the other categories could equally be a good
match. This interviewee is particularly forceful in her disapproval of the restrictive
andlimiting nature of the creative fields and how creativity in as many forms as
possible should be the aim of UNESCO:
Em disappointed to hear that there are categories you can apply for. Cork is
actually strong across a number of those categories. I am disappointed not to
see the visual arts appearing. It's disappointing to think that somebody has
defined creativity' in those categories. I would have thought that restricting you
to apply under one of those categories would incentivise you to focus only on
that category. The Creative City status should be about a much more inclusive
title. It should also celebrate and reward those cities that do their best to
nurture all art forms.
I guess we would be most likely to succeed with the music category. We do
have a world renowned School of Music, which is part of CIT. UCC has its
own School of Music, which has quite a different focus. We have numerous
festivals that relate to music such as the Choral Eestival, the Eolk Eestival,
the Jazz Eestival, the various different choirs and orchestras. You've a thriving
popular music scene and a good few music initiatives. Then again, you could
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make a similar argument for film, a similar argument for gastronomy, for
craft and folk arts.
Dr Orla Flynn, Vice President of External Affairs, Cork Institute of
Technology.
Music is again believed to be the best creative field for Cork by the next contributor
who defends the UNESCO creative fields arguing that people need to understand
intangible culture and heritage before disputing the creative fields on offer:
The creative fields that Cork have very strong kudos in already are design,
craft and folk art, literature, film, gastronomy and music. We’re unlikely to get
a designation on an island of our size where there is already a designation.
That therefore rules out film and literature since Galway and Dublin have
these. Music is probably our strongest art form after that in terms of the
heritage because the award is around living culture but also around the
intangible culture and heritage of our music as a city.
In terms of UNESCO, they are looking at cultural heritage so it’s a very
particular type of award. UNESCO is around celebrating, understanding and
acknowledging the intangible culture and heritage. It doesn 7 mean that we
don’t have excellence in other forms but there isn’t an overall Creative City.
You have to choose a category. Having said that, there is no reason why
UNESCO couldn’t be approached to look at the categories.
Jean Brennan, Arts Offieer, Cork City Council.
Some interviewees chose design as the creative field based suited to Cork as they
believe it to be the eategory that is most inclusive of other art forms:
It’s difficult to probably decide on one specific category. Eor me, I think
design would be the one that would actually be an overarching theme. If you
wanted a theme that would bring all of the elements together, be it food,
music, art, culture and the living space, then design would be it. Design is all
encompassing.
Paula Cogan, President Cork Chamber of Commerce and Head of
Global Sales, The Doyle Collection.
Design is also deemed to be the best creative field for Cork by the following
participant who believes it to be the most inclusive. This eontributor, however,
believes that creativity is moving beyond the creative fields and that these categories
will become obsolete as creativity moves beyond being defined:
I don’t think we are there yet but I would go for design because it would be
an area that would allow for the encompassing of a whole range of
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disciplines. I think Cork is really strong on music. We obviously have festivals
and a whole load of spaces but then, how can you fit visual arts into these
categories? Design can incorporate all of them. If you look at the success of
the Design Pop Festival and what CIT is developing in terms of its creative
strategies around design. There is a whole design thinking emerging in
relation to the evolving of the new hub in our School of Architecture. The city
itself has got that edgy feel for example, with the Mad about Cork artwork.
It’s different, an almost rogue approach to design.
What I feel about all of these designations, however, is that they are already
old-school. That’s not how creativity and culture is going to look like in the
next fifty years. The disciplines are moving away from being categorised.
Fiona Kearney, CEO Glucksman Art Gallery, Cork City.
Design too is mentioned by the next interviewee who bemoans the absence of the
visual arts from the creative fields list:
I think it’s interesting that the list of criteria doesn’t involve visual arts. I
think it should be broadened out to have a designation field for visual arts.
I'd be leaning towards the design field with the current list and trying to
shoehorn visual art into that. Still, visual art doesn’t really sit naturally in
that category'. I think most artists would absolutely baulk at the notion that
they would be categorised under architecture or ut'ban design or folk art.
Valerie Byrne, CEO National Sculpture Factory, Cork City.
Similarly, the need to revise the creative fields is mentioned by this participant who
also struggles to find a category that best suits Cork City and leans towards media
arts as the category that is most encompassing of other art forms:
Cork has very strong film festivals so one could say that film is a really
important field here. It’s interesting though because heritage doesn’t appear
here. I believe Cork could focus a lot on heritage because there is a lot of
potential in terms of the City’s past industries and the complex history of the
city, for example. I’m not sure it’s music. I’m not even sure it’s fdm. Media
arts seems a niche but if I had to select one I would go for that because it
seems to be the more open to encompassing all types of production that I see
happening in the city.
Then again, there might be a need for UNESCO to revise these categories.
Miguel Amado, Director Cork Printworks, Cork City.
4.8: Creative City: Challenges for Cork:

The eignth question asks the participants what they believe the significant challenges
for Cork are in becoming a UNESCO Creative City.
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The research contributors present many challenges to Cork gaining Creative City
status. These range from the rising cost of living in the city, the lack of studio space
for artists, the need for creative thinking across all sectors of business, the necessity
of having the right people doing the job under realistic time frames, the question of
retaining talent in the city, how the Creative City could be branded to benefit all as
well as the need for time, money and other resources to be devoted to the bid. Some
participants also expressed ignorance about the challenges that potentially face Cork in
this quest.
One such interviewee appeared very vague about the challenges that faced Cork in its
pursuit of Creative City status:
/ don't know what the challenges would be. I'd need to know more about
what signing up to it means. What do you have you have to fulfil each year?
How much financial investment is needed for e.xample?
Kath Gorman, Head of Participation and Engagement, Cork Midsummer
Festival.
Another contributor expresses a similar vagueness in her answer but emphasises the
need for time, space and money to put together a successful application for Creative
City status:
/ can't say that I've actually spent a lot of time looking at this Ithe Creative
City status application processl so I don't know. I think the key challenges
would be really around finding the .space, time and money to be able to put
together a proper application process.
Jean Brennan, Arts Officer, Cork City Council.
Time and resources as well as the need for creative thinking across all business
sectors is referenced by this interviewee:
/ think allocating time and resources within the local authorities so that there
is dedicated joined up thinking, that culture and creative thinking is not Just
the responsibility of an under-resourced art department. Creative thinking needs
to be embedded right across senior management. Creative thinking needs to
become a way of working as opposed to a subject matter.
Mary McCarthy, CEO Crawford Art Gallery, Cork City.
The housing crisis and the lack of studio space as well as the need to attract and
retain talent is referenced by this next contributor:
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Housing is probably the major challenge for Cork in becoming a Creative City
because you want young people, you want energetic people, you want college
students graduating from art colleges and other media courses to be able to
live and work in this city'.
Cork is a city' that is growing really quickly. That's a real challenge in how
you accommodate cultural practitioners because in the end, most of them don't
make any money. I think studio space is a real challenge. We lost Sample
Studios.
Shane Clarke, CEO Nano Nagle Place, Cork City.
The same issues of housing and accessibility are referenced by the following
interviewee alongside a fear that the Creative City status may make Cork too
corporate and tourist-driven as opposed to focusing on the creative practitioners
working in the city:
Housing and accessibility to this city' are definitely the tn'o biggest challenges
facing Cork if we want to obtain Creative City status. We have to be able to
provide for the people we'd hopefully he attracting in, not just the people
visiting the city but people actually participating in creative programmes. /
think it's important we don't become too corporate. The Creative City status is
not just a self-servingtourism tag. The status must genuinely
be about
creativity within the city.
Valerie Byrne, CEO National Sculpture Factory, Cork City.
The high cost of living and how it can hinder the retention and attraction of key
creative talent to the city is also mentioned by the next participant alongside the need
for greater funding for cultural institutions as well as the challenge of how to brand
the Creative City to the benefit of all:
From an economic viewpoint, the need to retain talent in Cork is a big
challenge. Cost of living is extremely high. How do you retain people if they
cannot afford to live in a place? How do you attract people who might not
be able to afford to live in such a place? How can the Creative City' concept
help develop a social fabric that is more attractive to those who are yet not
employed such as graduates and people who leave school early?
The second challenge would be how to help the local cultural infrastructure to
become more resilient to enable their strategies and policies to have a long
term impact, not just medium and short-term. Many institutions in the city do
not operate at their full capacity' because they spend too much time around
questions of surx'ival.
The third challenge is about perception and branding. Is there a need for an
event that signals Cork out as a destination within the creative sector,
something that puts the city on the map for cultural practitioners and tourists?
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Again, there is a challenge here too. How do you rebrand yourself? Do you
need an event to rebrand?
Miguel Amado, Director Cork Printworks, Cork City.
Many interviewees allude to the challenge of having the right people involved in the
process and how frequently, creative people are excluded from the very process that
claims to be supporting them:
/ think the single biggest challenge for me in Cork having Creative City' status
is the lack of the creative voice at the decision-making table. In many respects
in Ireland, we pay lip serx’ice to creative people. I think we expect artists to
work for nothing. We need provisions in place within the cultural and artistic
infrastructure of the city so that the voices of the artists are heard in the
decision-making process instead of the people at the top deciding what the
artists need and what they are going to get.

Dr Orla Flynn, Vice President of External Affairs, Cork Institute of
Technology.
This challenge of having the voice of the artists and the creative people heard is also
mentioned by the following contributor;
It's always really challenging to get a group of artists together because
everybody has different working practices and different working schedules. They
may also not have a regular wage and be able to attend a morning meeting
where we discuss whether or not we want to apply for Creative City status
for example.
Julie Kelleher, Artistic Director, Everyman Palace Theatre, Cork City.
The need for collective thinking with the right stakeholders is similarly expressed by
this interviewee:
I think the biggest challenge to Cork gaining Creative City' status is that issue
of everyone joining up around a common objective, making sure that the right
stakeholders are at the table and that we agree on a collective way forward.
That's always been difficult! When you get the right people around the table,
you can really make things happen.
Fiona Kearney, CEO Glucksman Art Gallery, Cork City.
Finance, time and having the right people involved is equally echoed by the next
participant:
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Finance is one of the challenges hut that is always a challenge especially with
the arts. Timing is also very important. We have so many festival events in
the city. There are so many things happening. Setting yourself out to have this
[the Creative City application process] potentially starting in January' is
potentially a much better idea to work through rather than having it start in
July when you’re in the middle of four or five different festival events and
again, people’s time being involved. Having the right people involved in the
conversation and not leaving anybody out or having them feel that they have
been overlooked is massively challenging.
Paula Cogan, President Cork Chamber of Commerce and Head of
Global Sales for the Doyle Collection.
4.9: Creative City: a good or bad concept?

The ninth question in the interview guide probes interviewees about whether or not
they believe the Creative City concept to be overall a good or bad idea.
This study reveals a positive opinion of the UNESCO Creative City Network with all
of the research participants highlighting the many positive aspects to the network
including the opportunity for various disciplines to collaborate, how such a network is
particularly suited to smaller cities, how the network can provide an uplift to a city
and increase its selling point to the wider world in attracting creative talent as well
as encouraging creative participation from all denizens of a city. Nonetheless, some
study contributors did warn of the dangers of gentrification or tourist overload that
sometimes accompany such a status. Many interviewees provided examples of cities
that they lelt were very creative and cities that currently do not utilise their creativity
to the best of their abilities. Numerous references were made to Dublin and Galway,
which hold the status of Creative City of Literature and Creative City of Film
respectively.
One participant outlines why she believes the Creative City concept is a good idea
due to the opportunities it brings for cross-collaboration between various disciplines:
I giess the Creative City Network is a good idea. Cork could definitely rival
Dunlin and Galway but for me, it’s [the Creative City network] a good idea
becjuse of the intersection between the different disciplines that it brings, for
exanple, the crossover between music and literature and food and theatre. To
me, that intersection is what truly makes a city creative.
Julie Kelleher, Artistic Director, Everyman Palace Theatre, Cork City.
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Another contributor highlights a similar opinion on how the Creative City network
application process can bring the people of a city together to work towards the
desired designation.
Yes, the Creative City' netM'ork is a good idea but 1 think the value of the
award [Creative City designation! isn't so much the award; it’s the process
that you go through to get there. It’s the bringing together of the sectors to
actually concentrate on looking at an offering and to be invested in developing
that offering. That is the real strength. A designation is a designation. Yes,
obviously, Dublin has managed to create a range of opportunities through
being a city' recognised as a City of Literature, for example, they have a large
internationally recognised festival. Of course, having the status means that
certain numbers of our cultural operators will look towards that status to
devise programmes that fit into that award. Ultimately, the status is as useful
as the people working in the city want it to he. The real strength of the
status is in the process to come around as a sector to look at those things
together.
Jean Brennan, Arts Officer, Cork City Council.
The following participant believes that the Creative City network is a good idea as it
is especially suited to smaller cities where closer collaborations between the various
bodies are usually easier to achieve and efforts can be focused on developing the
Creative City concept:
/ think the Creative City Network is an interesting idea. You would feel that it
has to be the capital city but interestingly enough, it’s probably at the second,
third or fourth level of a city that you really see the creativity^ coming out.
These cities don’t usually have an iconic tourist attraction. They have to be
creative. If you have a smaller city, you will find that the cultural and arts
community' are going to have to he closer anyway. They will work in tandem
with one another. They’re probably so used to doing that with other projects
that it allows it to happen organically. I’m thinking of cities like Bruges and
Bristol. I visit Bristol quite often and I feel the creativity is tangible there.
You can see it in the area around you. People say Munich has a similar feel
to it too. Here in Ireland, we always look to Galway for that creativity. I
think there are great examples of creative cities around the world.
For me, it’s just a question of trying to pick the ones to try and emulate.
Some cities try' to be all things to all people and sell themselves from a
tourism perspective. London would be one of those cities. Those cities come a
cropper.
Paula Cogan, President Cork Chamber of Commerce and Head of
Global Sales for the Doyle Collection.

68

Other contributors highlight how membership of the Creative City network provides
uplifts to cities and is therefore a good idea:
/ think it [the Creative City network] is a good idea, for example, I think
there is something around those cities that have had the City' of Culture
status. When you think about Liverpool and Glasgow and what the City of
Culture status did for them in terms of giving them an uplift in relation to
what was happening from a creative point-of-view. / guess there are loads of
examples out there. / was in Malaga in February. That has had a whole
revamp down the docks. They’ve got loads of really interesting galleries and
contemporary spaces.
Overall, I think most places are creative. It’s more a case of which ones are
better at promoting it. Unless you’ve really lived somewhere, I find it really
hard to make a judgement on how creative a place is. I imagine with the
UNESCO Creative City status that it’s as much a branding and promotional
opportunity, which is all a good thing.
Kath Gorman, Head of Participation and Engagement, Cork Midsummer
Festival.
Similarly, the following participant believes that the Creative City status is a good
idea as it would be another selling point for the city in attracting creative talent:
The Creative City status is a good idea. I would like to think that if we had
that designation that it would be something that would be another selling
point for the city and for us attracting creative people in. That would be a
good thing. Look at Dublin with all the writers, the literary^ festivals and
famous writers that have come out of their status.
Valerie Byrne, CEO National Sculpture Factory, Cork City.
Another contributor again mentions the opportunities for participation that such a
Creative City status could bring:
Absolutely, the Creative City status is a great idea. I think there are probably
many examples of Creative Cities. You could look at Glasgow. You could look
at Edinburgh. You could also look at Birmingham. Their City' Council put a
lot of resources into enabling creativity on the streets and supporting the art
college there. It became known as a centre of jewellery making. It would be
interesting to look at second cities to see what they’ve done to nurture
creativity'.
The interesting thing about the Creative City' status and what makes it such a
great idea is about participation. If you look at the UNESCO Learning City
status, there are many events that encourage people to participate in learning.
They have the Lifelong Learning Week. People are able to get tasters of many
different things. I think that would be one of the things that the Creative City
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concept could bring to Cork. It would encourage people to get involved and
participate. The 'Choir! Choir!’ show with the Cork Midsummer Festival was
a great example of getting people to participate , be active and be a part of
the creative experience.
Dr Orla Flynn, Vice President of External Affairs, Cork Institute of
Technology.
Nevertheless, some interviewees believe that the Creative City network is overall a
good idea but that there are potential hazards to avoid, for example, using creativity
as a branding tool for a city that isn’t truly embedding creativity:
The Creative City network is a good idea if you embed creativity across every
area of the cit}\ whether it’s the design of the street, whether it’s lifelong
learning, whether it’s in terms of city wellbeing. The creativity however, must
be embedded across every agenda. Creative cities that interest me are cities
like Porto. That is definitely a cit\' of making. It’s a city that has employed
creative strategies very effectively to rebrand the city and to repurpose what is
a second city in Portugal. Many cities trade on creativity hut when you get
there, there’s nothing particularly interesting about them.
Personally, I think Cork is a city that doesn’t work so well creatively at the
minute. I think we need to he careful that creativity is not just being used as
a brand. Creativity needs to he fully inhabited by a lot of layering behind it.
Cork benefits by having a very strong education sector that has strong lifelong
learning links. This holds a huge amount of potential for us.
Mary McCarthy, CEO Crawford Art Gallery, Cork City.
The next participant admits the absolute necessity for cities to be creative but equally
voices his concern about the gentrification and mass tourism that the Creative City
status sometimes brings:
Well yes, the Creative City concept is a good idea. If a city isn’t creative, it
really doesn’t have any hope in the modern world. All of your young blood
and young life will Just leave and go somewhere else. The argument around
city development now is based on getting quality people into a place so that
companies follow people rather than people following jobs. People follow
places that are beautiful places to live, well-connected places, places that have
generally liberal politics, that nature is a big part of it and that culture is a
big part of it.
Then again, gentrification is the evil twin to the Creative City'. Places can
become the victim of their own success like Peckharn and Brixton in London.
They just became so expensive. People would leave them and go to Margate
or Hastings or Bristol. We only have to look at Galway. When I was younger,
Galway felt like quite a bohemian place. Anytime I go up now, it just feels
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like stag party central. I think they've sold their soul to the devil. It seems a
hit like Templebar. The original creative impetus has been led astray.
Shane Clarke, CEO Nano Nagle Place, Cork City.
The dangers of mass tourism attached to cities with Creative City status is alluded to
by the following contributor:
I think it’s [the Creative City network] a good idea. I was recently in Rennes
and 1 think that is a fantastic example of a Creative City on the size of Cork.
They have really established themselves as a cultural hub for their region.
They are becoming a destination to visit through culture and creativity being
their core values. They are doing this across a whole range of disciplines and
practices. They are really thinking of the city as a space for play and
engagement, not just putting it into places like the Glucksman Art Gallery.
Another city that is really creative would be Bristol. Barcelona is a city that
isn’t doing so well right now. It’s almost reaching its critical tipping point. Its
own residents are distressed by the amount of tourism it has and the amount
of things that are being put on for visitors rather than making sure that it’s
the denizens of the cits' who are benefitting.
Cork needs to look to Creative Cities that are doing it successfully to our
scale. We need to make sure that the values of creativity are central and allow
for the citizens of the city to participate as much as the tourist. The
Midsummer Festival is a really good example of this where you are making
things which are actually for the people who live in the city but which are
equally for the tourists. This seems to be the key to success because it’s
authentic. I think tourism in the next wave is looking for this level of
authenticity.
Fiona Kearney, CEO Glucksman Art Gallery, Cork City.
This warning of mass tourism is equally echoed by the following interviewee who
also mentions Barcelona as an example not to follow:
Ultimately, I think the Creative Cits' concept is a good idea in the sense of
replacing old industries with new industries. Edinburgh seems to be interesting
as a heritage space city but also a city which has a very strong programme
of film and theatre. You associate the summer with their Fringe Festival,
which attracts tourists but local organisations complain that too many
resources are invested in it.
The dangers for me of the Creative City concept is the possibility^ of cities
using the status to just become magnets of mass tourism. This has become the
problem in Barcelona. There has to be a balance between investment in
creating a place to attract people but also a place that is interesting for
people to live in.
Miguel Amado, Director Cork Printworks, Cork City.
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4.10: Creative City: Recommendations for Cork as a potential Creative City:
The tenth question challenges interviewees with providing recommendations for Cork
City going forward as a potential Creative City network member.
Such recommendations include a need for more creative space for creative
practitioners to not only work in but where all members of the Cork community
could participate in conversations around the notion of culture and creativity and what
it means in the Cork context. Other recommendations include a possible city
partnership with an already designated Creative City status-holder, the need for greater
collaboration between the current cultural institutions present in the city and
examining what the city already has and how this can be improved without
diminishing the authenticity of the city as it grows and develops.
The need for culture, art and creativity to be at the forefront of city discussions and
debates is important. Culture needs to be seen as something for everybody regardless
of their social status or ethnic background as this interviewee observes:
/ think my key recommendation would he to engender a dialogue in the city,

a real debate with my peers, organisations and people who are doing research
in this area of creativity and culture. If consensus can come out of that, that
would he fabulous. We need to remind the sometimes philistine powers that be
that culture is part of a good life and it’s for every^one: the hipster who has
just moved here from Sao Paulo but also the 10-year-old kid from
Knocknaheeny who needs to have culture as part of his life. It should not be
a case of culture only being for the middle-class. Culture can seriously enrich.
Shane Clarke, CEO Nano Nagle Place, Cork City.
Providing space for creative people and having their voices heard is also
recommended by the following contributor:
Cork needs commitment by the Cits' Council to create spaces in which artists
can thrive. That is a necessary ingredient if we want to become a Creative
City. / also think including the voice of the artists and the creative people in
the conversation about the Creative City is important. We must also remember
that creative people are not Just the artists and the musicians. Everyone can
he creative. I think my key recommendations would therefore be providing
space for creative people and hearing the voices of those that represent the
creative and cultural community' at the top table.
Dr Orla Flynn, Vice President of External Affairs, Cork Institute of
Technology.
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The necessity for cultural space in Cork City is again the key recommendation offered
by the following participant:
If I had to offer one hig recommendation, it would he to allocate cultural
space at planning stages when the Council and other major stakeholders are
talking to developers like BAM about building hig office spaces.
Julie Kelleher, Artistic Director, Everyman Palace Theatre, Cork City.
Some interviewees recommend that the starting point for any Creative City discussion
should be a close examination of what Cork currently has in terms of its cultural
institutions and how this can be developed as the following contributor references:
V^e need to look at the existing cultural infrastructure. See whether or not this
cultural infrastructure can be more cooperative with already existing projects
and activities. Identify' gaps within this cultural infrastructure where there
might be a need for capital investment by a local authority' or private sector
body. Then, focus on creating a model of cultural production and creative
development that is inclusive and involves people from minority ethnic
backgrounds or migrants or people who have had less opportunities with their
education.
Miguel Amado, Director Cork Printworks, Cork City.
The following interviewee also mentions the need to look at what Cork currently has
and how this could be better connected to achieve common goals such as the
Creative City status:
For it [the Creative City status] to happen, we need more joined up thinking
betn'een architectural planning, city-making, the cultural sector and local area
groups. There are lots of very talented people doing a lot of initiatives from
the 'bottom up’. I think we need to look at what is already happening,
research them, profile them and give visibility to what is currently happening
on the ground, for example, projects that use creativity to get into communities
and neighbourhoods are very' interesting to me. The Midsummer Festival this
year are going to have a big community' feast based on local recipes. Those
are the type of projects I’m referring to.
Mary McCarthy, CEO Crawford Art Gallery, Cork City.
Similarly, many participants recommended greater collaboration between the various
bodies in the city:
/ think for it [Cork gaining Creative City status] to be successful the different
sectors need to carry' on working more collaboratively. It’s about recognising
the different sectors’ strengths and for the different bodies to understand each
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other more. We need more initiatives. We need more opportunities for the arts
and cultural sectors to work together with the business sector and different
industries. That’s one of the things the Cork Chamber of Commerce is doing:
providing opportunities for neWorking but that requires time too.
Kath Gorman, Head of Participation and Engagement, Cork Midsummer
Festival.
The following interviewee puts the need for collaboration very simply:
If Cork wants this Creative City' status, we need to get the different sectors to
look at what the designation could mean and to create a plan that could take
us to do that. It’s a process!
Jean Brennan, Arts Officer, Cork City Council.
Another contributor again mentions the need for collaboration and an examination of
the current resources on offer in the city but also proposes the formation of a city
partnership with another city that may hold Creative City status:
What would I recommend for Cork going forward as a Creative City? I would
say to look at the organisations that are already in the city that perhaps are
moving on this journey [those organisations considering Cork and what
creativity means in the city]. Connect in with these organisations instead of
trying to set up a completely new structure to try to get the Creative City
status.
I would also consider aligning ourselves with the type of city that we want to
he like from a creative perspective. Perhaps choose three cities that have done
creativity and obtained this status of Creative City and try to partner with
them.
Paula Cogan, President Cork Chamber of Commerce and Head of
Global Sales for the Doyle Collection.
Some interviewees recommend that Cork be mindful of its current authenticity and
that the Creative City status does not cause Cork to lose its uniqueness:
My main recommendation going forward for Cork would be to stay authentic
and to keep the values of Cork. Cork has a quirkiness to it. We never want
to be too formal or too national. We always want to be this little rebel
county. I think that that is really precious. That’s a creative urge in itself I
think we’re very' fortunate in that we have a number of spaces in the city’
where artists can be in residence and make work. These spaces absolutely
need to be protected and we need more of them as the city’ grows.
Creativity' needs to be genuinely present in the city and not Just a case of
buying or commodifying creativity. Cork must be a city where creativity’ is
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happening. That keeps the citizens of the city' happy and it keeps the tourists
engaged with something that is real and socially inclusive. Culture isn’t just
for the elite. It’s for everyone.
Fiona Kearney, CEO Glucksman Art Gallery, Cork City.
This same point about preserving the uniqueness of Cork City regardless of having
Creative City status is echoed by the following participant:

/ think that we shouldn’t lose what makes Cork really special, which is that
sense of being rooted in the people who live and work here. That is what
makes us creative as well as attracting people in like artists, dancers,
designers and theatre-people from far afield. They all bring a certain energy. /
think what makes Cork really special is that inter-connectedness of all the
organisations that are here and all the artists who are here that form part of
that.
Valerie Byrne, CEO National Sculpture Factory, Cork City.

4.11: Summary:
This chapter presented an analysis of the findings from the qualitative research
conducted by the researcher with ten semi-structured interviews. The next chapter will
discuss these research findings in more detail and identify recommendations for future
practice and research as well as final conclusions on this research study.
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Chapter 5: Main Findings, Recommendations and Conclusions:
Logic takes you from a to b. Creativity' will take you everywhere

5.0: Introduction:
This chapter presents

an evaluation of the main themes of the research findings.

Each of the ten themes identified in chapter four will be briefly discussed. To enable
readability, the researcher has maintained the same headings from Chapter 4, as
follows:
Creative City: Current awareness
Creative City: Benefits for Cork
Creative City: Stakeholder Interest
Creative City: Benefits for Tourism
Creative City: Benefits for the Arts
Creative City: Steps to Success
Creative City: Categories to choose
Creative City: Challenges for Cork
Creative City: A good or bad concept?
Creative City: Recommendations for Cork as a potential Creative City
The analysis, recommendations and conclusions in this chapter are based on the
primary and secondary research conducted as part of this study.
5.1: Creative City: Current Awareness:
This current research identifies a low degree of awareness of the UNESCO Creative
City concept and network amongst the key Cork

City stakeholders. 20% of the

stakeholders interviewed confused the network with other EU initiatives or did not
know anything about the network.
Similarly,

30%

of

the

research

“I don’t know anything about it” (Chapter 4: 40 ).
participants

exhibited

limited

knowledge

and

understanding of the network and concept, and rarely an understanding of both. Some
contributors were familiar with the Creative City concept but did not know about the
formal network whereas some had merely heard of the network due to word-of-mouth
but did not show any awareness of the concept.

“I don’t know an awful lot about
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the UNESCO Creative Cities Network beyond what I’ve seen in terms of the call
outs” (Chapter 4: 40).
An adequate amount of knowledge about both the Creative City concept and the
formal network was expressed by 30% of the contributors as some referenced prior
reading of Charles Landry’s work on this concept or how the Creative City concept
was a discussion topic at an urban planning conference held in Cork in 2018 as well
as some general awareness of the current situation in Ireland. “I’m aware that there
are close to 200 cities that are a part of it [the Creative City network] with Dublin
being a UNESCO City of Literature and Galway being a UNESCO City of Film”
(Chapter 4: 41).
A mere 20% of research participants revealed a solid understanding of the Creative
City network and Cork's future plans to apply for such a status. “I know a
reasonable amount about the UNESCO Creative Cities Network as Cork City Council
has an ambition to apply to be a Creative City specifically for music” (Chapter 4:
42).
5.2: Creative City Benefits for Cork:

This study highlights great positivity amongst the research contributors as to the
benefits that Cork possessing UNESCO Creative City status could bring to the city.
All of the interviewees express the many benefits that such a status could bring to
Cork with 20% claiming that Cork is already a Creative City and that a status of
such a kind would merely be the recognition of what is already present. “I think the
main benefits [of having Creative City status] would arise from the fact that Cork is
already a Creative City ... that status is a reflection on what is happening organically
on the ground” (Chapter 4: 43).
Great collaboration opportunities are cited by 20% of research participants who
emphasise the potential partnerships with other Creative Cities and the learning to be
exchanged through such collaborations especially in relation to avoiding the pitfalls
other Creative Cities have made in their pursuit of such a status. Collaborations with
other bodies beyond the arts organisations to drive the conversation on creativity
forward is also mentioned. “There are probably potential collaboration opportunities
with other Creative Cities. Perhaps we need to think more in terms of the different
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areas of the city and how we might address things in a creative way. We need to
think beyond the arts” (Chapter 4; 43).
Better a:cess to funding for arts projects is referenced by 10% of the contributors as
a key benefit to Cork becoming a member of the network. “I would also hope that
if we were a member of this network that it would be much easier to do the
network ng that is required to successfully put in a Creative Europe grant” (Chapter 4:
44).
There are numerous examples of cities where collaborations between the arts and
tourism bodies have led to urban regeneration and increased visitor numbers to the
city (Chapter 2: 10). 10% of participants view the Creative City network as a profileraiser akin to the European Capital of Culture status of 2005. “I think it [the
European Capital of Culture status] brought enormous benefits to the city to have the
profile raised of the types of creativity and the types of networks that exist within
the city” (Chapter 4: 44).
Nevertheless, 40% of research participants, although optimistic, acknowledged their
doubts as to the perceived benefits of this Creative City network status for Cork. The
focus of ‘.heir concerns lies with worries about the city’s artists and how such a
status ma\ merely benefit the city’s tourism and arts organisations as opposed to the
creative people on the ground producing the

work. Gentrification is also alluded to. “I

do [think there are benefits for Cork of having Creative City status] as long as a
Creative City isn’t Just held as something that is only shared amongst what

we

traditionally defined as the creative spectre, which are cultural organisations” (Chapter
4:44).
5.3: Crea:ive City: Stakeholder Interest:

The thesis findings indicates great interest amongst the key Cork stakeholders

in

making Cork a UNESCO Creative City network member. In fact, one of the key
findings cf this study was the revelation by one of the interviewees that Cork City
Council his the intention of applying to become a Creative City for music within the
next five years. Of the ten contributors to this study, 40% of them expressed great
interest aid enthusiasm about Cork achieving the Creative City designation. This
interest stems from three main areas.
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Firstly, the stakeholders’ have a great belief in the strength of Cork’s current cultural
institutions. “There are some brilliant cultural institutions” (Chapter 4: 46). Secondly,
the research participants reference the level of inter-connectivity between the various
arts and cultural entities in the city. “There is a real willingness across the city in
different sectors to work together” (Chapter 4: 46). Thirdly, the contributors believe
that the Creative City designation could fit in with the current stage of development
that the city is undergoing. “We’re at the point now where the planners and the City
Council can make choices about which path to go down” (Chapter 4: 47).
Nevertheless, 60% of the interviewees expressed a cautious interest in this designation.
The Creative City concept is not without its problems (Chapter 2: 15). They were
reluctant to give their full support to any such plan to make this Creative City
designation a reality for Cork.

Half of the contributors that expressed doubts about

this commitment felt that such a designation could potentially alienate the creative
and artistic people in the city as well as other minority groups. There is a significant
fear that the designation will just be dictated by the key stakeholders in the city and
at a national level without giving the creative people a say in what happens. “I think
stakeholders would be interested in this [obtaining Creative City statusl but only if
there is something about inclusion and equality attached to this idea, for example,
developing the creative sector to help the city-centre or develop jobs, which are
serving those who are less educated” (Chapter 4: 48).
Another

concern that is

hindering the interest of stakeholders in Cork becoming a

Creative City member is the worry that it will just be

another brand for the city that

exploits creativity without any real meaningful support behind it. This concern is
echoed by 20% of the research participants. “I would hope they [the stakeholders]
would be interested but I think there has been simultaneously a lot of investment in
different brands for the city” (Chapter 4: 48).

10%

concerns that the Creative City designation will be yet

of contributors also express
another task that will fall into

the hands of an already overworked group of people often under unrealistic time
frames. “You will find the same people get asked to be involved actively from a
voluntary perspective in so many different organisations...” (Chapter 4: 48).
5.4: Creative City: Benefits for Tourism:
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This study reveals mixed opinions on the connection between tourism and Cork
becoming a Creative City network member and the extent to which such a status
would benefit the city’s tourism industry. On the surface, 80% of the interviewees
admit that there can be benefits to Cork tourism in the city gaining this status
especially given how much the city packs in in terms of its current arts and cultural
offering, and the fact that there is an increasing correlation between cities that are
good to visit and cities that are good to do business in. “For me, the interesting
thing that has happened between tourism and any city nowadays is if you look at the
top ten cities in Europe to do business and the top ten cities to visit, eight of them
are the same” (Chapter 4; 50). Reference is also made to Cork’s use of a previous
designation as City of Culture in 2005 and how this pushed the creativity agenda
forward. “We’ve used the City of Culture status to good effect....We know the benefit
from all the festivals and people coming to the city for cultural events” (Chapter 4:
50).
Conversely, the 20% of participants that believe having Creative City status will not
benefit Cork City tourism believe that a brand is not sufficient to attract tourists.
Pratt states how “city branding strategies seek to find or impose uniqueness; city of
culture strategies whilst promoted as uniqueness and localness, can easily shade into
normative hard branding strategies” (Chapter 2: 17). These contributors believe that
tourists will travel to places because they have heard good things about it from their
social circle through word-of-mouth or on social media. These contributors believe the
brand of Creative City will play no role in attracting tourists. “All of these
designations look very official but I think the culturally curious travel because of
things like young people making word-of-mouth, really good social media...” (Chapter
4: 52).
Interestingly, within the 80% cohort who believe there can be benefits for tourism,
there are significant degrees of doubt and concern exhibited. As mentioned in
previous sections, these doubts and concerns centre around who the Creative City
designation should be aimed at and how the actual citizens of a city should be the
primary focus as opposed to the tourists. 40% of contributors make reference to these
concerns about attracting and retaining talent in Cork City as opposed to merely
attracting tourists in: “I would rather that we were making these investments as a city
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for the people who live here as opposed to for the people who don’t live here”
(Chapter 4: 50).
5.5: Creative City: Benefits for the Arts:

This research study reveals an almost unanimous belief in the connection between the
arts and Cork becoming a Creative City network member, and the extent to which
such a status would benefit the city’s arts sector. 90% of research participants express
the opinion that the arts could benefit significantly from Cork becoming a UNESCO
Creative City member. It is important to note too that the one interviewee that
represents the

10%

that did

not express a positive opinion merely expressed

uncertainty about the connection between the arts and the Creative City status,
claiming a need to see evidence from other cities who have gained this status and
the difference it made for them. “I would like to see the evidence from other cities
around Europe as to how the aim of achieving that status or the achievement of that
status actually helped what was going on on the ground” (Chapter 4: 56).
The potential benefits referenced by the other contributors can be divided into three
categories. Firstly, there is a belief (20% of contributors) that having Creative City
status will enable more successful funding opportunities for Cork arts’

bodies.

“Having Creative City status would help if arts organisations are looking for further
funding,

for

example,

if they’re

looking

to

the

EU

or

even

nationally

or

internationally for funding” (Chapter 4: 53).
Secondly, 20% of participants allude to the potential of moving forward the creative
thinking conversation and how the Creative City designation would potentially inspire
people to consider the arts in a more accessible way that goes beyond the city’s
cultural institutions. These participants want everyone in the city to recognise their
creative potential. “Having this status could be a potential vehicle around every day
creativity” (Chapter 4: 53).
Thirdly, 30% of the interviewees believe that the Creative City status would be an
endorsement for the arts in a city that already possesses great cultural infrastructure
and collaboration; a city that has not employed the use of a large capital project to
define itself artistically. “Some cities rewrite themselves around the creative model
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sometimes by developing a large-scale capital project....here, in Cork, this has not
happenel (Chapter 4: 55).
Nevertheless, similar to the previous section, underneath the positive opinions, there is
yet again the concern about the artists actually

being the beneficiaries of this status

as the leed for studio space is yet again alluded to by 20% of the participants. “I
would really like to see the city renovating derelict properties and allocating them to
a space for our artists (Chapter 4: 55).
5.6: Creative City: Steps to Success:
The study participants indicate a variety of steps they believe is necessary for Cork
to achieve in order to

successfully

become a UNESCO

Creative City network

member These steps can be categorised into four main areas.
Firstly, 20% of research contributors

believe that the City

starting point for making this application with a belief that

Council should be the
the City Council should

guide the arts and cultural institutions in the city. “I think the first thing that needs
to happen is having a conversation with the City Council” (Chapter 4: 56).
Secondly, 20%

of the

intervieweesbelieve

that

moreactive

participation

and

discussion needs to take place around arts and creativity if the Creative City status
applicaton is to be a true success. The divide between who the arts is for and is not
for needs to be obliterated. The Creative City status should be something that
everyone n the city can feel connected to and voice an opinion on. “It would be
great to hear a really lively and argumentative debate about where art and culture
falls. For many people, to walk inside the Crawford or the Glucksman Gallery would
be outside of their comfort zone” (Chapter 4: 57).
Thirdly, 20% of the participants stress the importance of having the right people
tasked wih achieving this Creative City status. This group of people should be
representative of all groups in the city. “We have a very diverse nationality split
happening now in Cork...That split also needs to be represented at the table” (Chapter
4: 58).
Fourthly, -10% of the contributors indicate the desperate need for Cork to become a
more accessible and affordable city in terms of the transport infrastructure within the
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city and the urgent need for affordable accommodation and studio space for artists to
work in. “For a long time, Cork had a really thriving community because artists
could always afford to live here. That is ceasing to be the case” (Chapter 4: 59). The
formation of a creative district for artists to live and work whilst displaying their
work to the public is suggested by one of the interviewees as being a potential
solution to this problem as well as a necessary step on Cork’s journey to become a
Creative City. “What Cork needs to achieve this Creative City status could potentially
be a creative district” (Chapter 4: 59).
5.7: Creative City: Categories to Choose:

Undoubtedly, the most divisive question on the interview guide was the question that
tasked research participants with selecting the creative field they felt best suited Cork
in its UNESCO Creative City application. Contrary to many of the other

study

findings, there was no overall consensus reached on what creative field was best
suited to Cork with all of the seven creative fields being mentioned at least once.
40%

of participants weretorn between two or

more categories.

“I think the

gastronomy and design fields would be best suited to Cork” (Chapter 4: 60). 30% of
contributors chose design as they felt it to be the broadest category that would
encompass as many creative forms as possible. “For me, I think design would be the
one that would actually be an overarching theme. If you wanted a theme that would
bring all of the elements together, be it food, music, art, culture and the living space,
then

design would be it” (Chapter 4: 62). 20%

chose music but

one of these

interviewees works for the City Council and is already aware of the intention to
apply for this status under the music field. 10% chose media arts as being the most
encompassing. “Media arts seems a niche but if I had to select one I would go for
that because it seems to be the more open to encompassing all types of production
that I see happening in the city” (Chapter 4: 63).
This

lack of consensus on a suitable creative field for

Cork is highlighted by

additional comments made by the research participants regarding the limiting and
restrictive nature of the creative fields proposed by UNESCO.

Many

contributors

bemoaned the absence of the visual and performing arts from the creative fields with
60%

of the interviewees criticising the creative fields and calling for a revision of

them

to provide a more inclusive and modern definition of creativity in the twenty83

first century. “What I feel about all of these designations, however, is that they are
already old-school. Tliat’s not how creativity and culture is going to look like in the
next fifty years. The disciplines are moving away from being categorised” (Chapter
4: 63). There is a strong belief that the Creative City network should be about
fostering creativity across multiple creative forms. “The Creative City status should be
about a much more inclusive title. It should also celebrate and reward those cities that
do their best to nurture all art forms” (Chapter 4:61).
5.8: Creative City: Challenges for Cork:

This research study reveals numerous challenges for Cork in becoming a UNESCO
Creative City member. The challenge perceived to be the greatest one to face by the
research participants (40%) is the need to have the right people involved in the
process and not excluding anyone especially the voice of the creative people who are
too often forgotten at the board room tables. “I think the single biggest challenge for
me in Cork having Creative City status is the lack of the creative voice at the
decision-making table” (Chapter 4: 66).
As alluded to in previous sections of this paper, housing and accessibility challenges
are referenced by 20% of the interviewees. Housing and accessibility refers to not
only the housing crisis and the

rising cost of living in the city but the desperate

need for studio space for artists to work and showcase their works. It also refers to
the difficulty of attracting and retaining talent in the city especially young talent if
the cost of living does not enable this. “From an economic viewpoint, the need to
retain talent in Cork is a big challenge. Cost of living is extremely high” (Chapter 4:
65).
20% of the research participants were vague about what challenges await Cork in its
pursuit of Creative City status merely indicating the prerequisites of having the time,
space and money to work on the application. “I think the key challenges would be
really around finding the space, time and money to be able to put together a proper
application process” (Chapter 4: 64).
10% of the contributors to this study feel that the challenge that awaits Cork in
achieving this UNESCO status is the need for more investment in the city’s cultural
infrastructure enabling them to

have a more long-term outlook

as well as the
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possibility of rebranding the city. Such a rebrand is equally challenging though as it
poses the question regarding what is necessary for a rebrand, for example, docs the
city need a huge event to signal this rebrand or can it be done within the cultural
institutions on a smaller scale? “Is there a need for an event that signals Cork out as
a destination within the creative sector, something that puts the city on the map for
cultural practitioners and tourists?” (Chapter 4: 68).
Another 10% of participants believe that the biggest challenge lies in creative thinking
becoming a part of all business thinking and decision-making. Creative thinking
should not just be unique to the creative industries.

“Creative thinking needs to

become a way of working as opposed to a subject matter” (Chapter 4: 64).
5.9: Creative City: a good or bad concept?

This thesis shows a very positive opinion amongst the contributors towards the
UNESCO Creative City concept and network with all of the research participants
believing it to be overall a good concept and idea. The positive feedback on why the
Creative City network is believed to be such a good idea can be divided into three
main categories.
Firstly, 30% of participants believe that the Creative City network is a good idea as
it provides ample opportunities for collaboration across various disciplines and sectors
within a city. Different industries have the opportunity to collaborate together in their
pursuit of the Creative City status. It encourages everyone in a city to get involved
and think about creativity and how it can be applied to their every day lives. “It’s
the bringing together of the sectors to actually concentrate on looking at an offering
and to be invested in developing that offering” (Chapter 4: 68).
Secondly, 20% of interviewees consider the Creative City concept a good idea as it
provides an uplift to a city as well as giving it an additional selling point to attract
not only visitors but also other creative talent comparable to the European Capital of
Culture status and the benefits that brings to cities that host it. “I would like to think
that if we had that designation [Creative City status] that it would be something that
would be another selling point for the city and for us attracting creative people in”
(Chapter 4:69).
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Thirdly,

10% of participants believe that the Creative City concept is especially

positive for smaller cities as they often lack the large capital projects or big tourist
attractions of larger capital cities. As such, they are forced to think more creatively
about how to sell their cities and this leads to closer collaborations within the arts
and cultural sectors. “These cities don’t usually have an iconic tourist attraction. They
have to be creative” (Chapter 4: 68).
Nevertheless, underneath the positivity towards the Creative City network, 40% of
contributors also expressed their worries about the network. 30% of participants made
reference to the risks of gentrification and mass tourism. Barcelona is mentioned by
some of the interviewees as an example of

a Creative City that has become the

victim of its success with mass tourism threatening to destroy local creativity. “The
dangers for me of the Creative City concept is the possibility of cities using the
status to just become magnets of mass tourism. This has become the problem in
Barcelona” (Chapter 4; 71). 10% of interviewees also allude to the dangers

of

creativity just being used as a branding tool with no real substance behind it. “I
think we need to be careful

that creativity is not just being used as

a brand.

Creativity needs to be fully inhabited by a lot of layering behind it” (Chapter 4: 70).
5.10; Creative City: Recommendations for Cork as a potential Creative City:
The findings from this research reveal numerous recommendations for Cork going
forward as a potential UNESCO Creative City. Five main recommendations are
proposed for Cork.
Firstly, 30% of the

research contributors expressed a need for greater collaboration

within the city, not only between the arts and cultural bodies but between the cultural
and business

sector

with the formation of new initiatives to encourage different

industries to work together in the pursuit of creative thinking. “1 think for it [The
Creative City status] to be successful the different sectors need to carry on working
more collaboratively”

(Chapter 4: 73). A city partnership with another city that has

gained Creative Citystatus is also alluded

to. “I would also consider

aligning

ourselves with the type of city that we want to be like from a creative perspective”
(Chapter 4: 74).
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Secondly, as Vivant states; “A creative economy and its associated industries are
celebrated as a panacea for urban revalorization and economic development; however,
the reality of working and producing in these sectors, is marked by precariousness
and uncertainty” (Chapter 2: 17). 20% of participants believe that the city’s current
cultural space must be protected and additional space sourced for artistic development.
“Cork needs commitment by the City Council to create spaces in which artists can
thrive. That is a necessary ingredient if we want to become a Creative City” (Chapter
4; 72).
Thirdly, 20% of interviewees believe that a careful examination of Cork’s current arts
and cultural institutions needs to be conducted to see how they can better fit into the
process of applying for the Creative City designation instead of the City Council
trying to create something completely new. The process of applying for the Creative
City designation should ultimately connect in with what is currently happening in the
city. “1 think we need to look at what is already happening, research them, profile
them and give visibility to what is already happening on the ground, for example,
projects that use creativity to get into communities and neighbourhoods...” (Chapter 4:
73).
Fourthly, 20% of contributors

believe that it is necessary

for stakeholders to be

mindful of the authenticity and values of Cork. Any CreativeCity application should
not take from

the uniqueness of the city. Cork needs to find its own place and not

try and mirror other cities that have this status. “I think that

we shouldn’t lose what

makes Cork really special, which is that sense of being rooted in the people who
live and work here” (Chapter 4:75).
Finally, 10% of the participants believe that there needs to be more open and
accessible discussions around arts, culture and creativity and how everyone can play a
role

in city-making

with

the

potential

for individual

creativity.

“I

think

my

recommendation would be to engender a dialogue in the city, a real debate with my
peers, organisations and people who are doing research in the area of creativity and
culture” (Chapter 4: 72).
The next section will present a summary table of the research findings from the
primary research.
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5.11: Summary Framework of the Main Qualitative Research Findings:
Creative City: Current Awareness:
•

Awareness and understanding of both the Creative City concept and network is
low amongst the Cork City stakeholder interviewees with 50% exhibiting low
or no existing awareness of this network.

•

Only 20% of the interviewees knew a lot about the Creative City network. It
should be

noted, however, that one of these interviewees worked with

UNESCO before. The other interviewee works for the City Council and is
therefore aware of Cork’s intention to apply for this status as Creative City of
Music.
Creative City: Benefits for Cork:
•

There is an overall feeling of positivity from stakeholders towards the Creative
City network and the benefits it can bring to Cork City with all stakeholders
mentioning at least one benefit they perceive could be gained from this
designation.

•

20% of participants believe that Cork City is already a Creative City and that
the designation would be merely a recognition of what Cork already possesses.

•

20% of interviewees believe that Cork could benefit

from collaboration

opportunities with such a status, both from potential partnerships with other
Creative Cities and

within the city itself with other business and industry

sectors.
•

10% of contributors cite funding as the main benefit to be had especially in
terms of applying for EU funding for the arts.

•

10% of stakeholder interviewees compare the Creative

City status to the

European Capital of Culture status with the benefit of raising the profile of a
city.
•

40% of participants believe that whilst there are benefits, it is important that
the Creative City status works to benefit the city’s artists and creative people
as opposed to it just benefitting the established arts institutions of the city and
attracting in tourists. The dangers of gentrification are referenced.

Creative City: Stakeholder Interest:
•

Stakeholders express interest in making Cork a Creative

City but many are
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reluctant to give their full support to the project.
40% of the interviewees pledge their full interest and support in the network
and making this designation a reality for Cork.
This interest is expressed citing the strength of Cork’s current cultural
institutions, the great inter-connectivity between the arts and cultural bodies of
the city and the current redevelopment of the city. The time is seen as ripe to
apply for such a designation.
60% of the stakeholders express cautious interest with half of the doubts
stemming from a fear of designation alienation. There is a fear that the
Creative City designation will not benefit artists, creative people and other
minority groups in the city.
20% believe that the Creative City status could be Just another brand without
any meaningful support for artists behind it.
10% fear that the application for such a designation will fall into the hands of
a small group of people who are constantly being depended upon to deliver
for the city under unrealistic time frames.
Creative City: Benefits for Tourism:
•

There are mixed opinions about the benefits for Cork’s tourism industry from
Cork gaining UNESCO Creative City status.

•

80% of the stakeholder interviewees admit that there can be some benefits for
tourism given Cork’s current artistic and cultural offering and the benefits the
European Capital of Culture status

brought the city back in 2005. The

comelation between cities that are good to visit featuring on the same list as
cities that are good to do business in is also referenced.
•

20% of research contributors do not believe the Creative City brand will have
any impact on Cork’s tourism. Social media and word-of-mouth are believed to
be bigger travel influencers.

•

40% of the participants believe that the focus of the Creative City status
should be on improving the lives of Cork’s citizens, attracting and retaining
quality talent in the city as opposed to providing entertainment for visitors.

Creative City: Benefits for the Arts:
•

There is a strong belief that Cork having Creative City status could bring
tremendous benefits to the arts with 90% of contributors expressing this belief.
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The 10% that expressed doubt merely said that they were not informed enough
to voice an opinion.
30% see the main benefit for the arts in the endorsement the Creative City
designation could bring the various arts institutions and collaborations that exist
within the city.
20% believe that it would enable more successful funding applications.
Another 20% reference the benefit of pushing forward the conversation on
creative thinking and encouraging creativity to be seen as something for
everyone beyond the cultural institutions.
Nevertheless, 20% say that for the arts to truly benefit from this status, more
studio space needs to be set aside for the artists in the city.
Creative City: Steps to Success:
•

40% of stakeholder interviewees believe the accessibility and affordability of
Cork City needs to be looked at in order for Cork to achieve Creative City
status. Provision for studio space for artists and the formation of a creative
cluster are proposed as a must.

•

20% of participants believe the City Council should be the guiding influence
in achieving this status.

•

20%

of contributors

believe there

is

a

need for more discussion

and

participation in relation to the arts and creativity. Arts and creativity need to
be more accessible to all citizens of the city.
•

20% of interviewees believe the first step is having the right group of people
tasked with the remit of making this designation happen. The importance of
this group representing all groups present in the city is necessary.

Creative City: Categories to Choose:
•

There was no consensus on which field of Creative City would best suit Cork.
This question proved to be the most divisive on the interview guide.

•

40% of stakeholder interviewees were tom between two or more categories.

•

30% of contributors chose design as they felt it was the most encompassing of
other art forms.

•

20% of participants chose music. One of these interviewees, however, works
for the City Council and is aware of the Council’s decision to apply for the
status under music.
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10% of contributors believe media arts is the best field as it is the most
inclusive of other art forms present in Cork City.
60% of stakeholder interviewees voiced strong criticism of the UNESCO
Creative fields deeming them to be limiting, restrictive and non-representative
of creativity in the twenty-first century. These stakeholders believe they should
be revised to be representative of a more inclusive Creative City for all.
Creative City: Challenges for Cork:

•

The biggest challenge is having the right people involved in the application
process, for example, the actual creative people working in the industry itself
as well as members of other minority groups present in the city.

•

20%believe housing and accessibility is a huge challenge that awaits in
attracting and retaining creative talent.

•

20% are vague about the challenges indicating a need for time and money.

•

10%

view the challenge as being the need for more investment in the city’s

cultural infrastructure and a potential rebrand.
•

10%

cite the need for more creative thinking across all business sectors.

Creativity should be engrained in the city fabric.
Creative City: A good or bad concept:

•

All of the stakeholders interviewed believe that the Creative City concept is a
good idea.

•

30% of contributors believe that the Creative City is a good idea for Cork as
it enables greater collaboration across various disciplines and business sectors,
encouraging creativity for everyone.

•

20% of participants believe that the Creative City can give an uplift to a city
as well as providing an additional selling point in attracting both visitors and
creative talent.

•

10% indicate that the Creative City status is especially well-suited to smaller
cities who do not necessarily have a large tourist attraction and must work
harder at marketing themselves and working together.

•

40% think that the Creative City network is a good idea but express doubts
about it. These doubts are mostly centred around gentrification and the dangers
of mass tourism that the Creative City status often brings in its wake.
Barcelona is referenced by many as an example of what not to do.
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Creative City: Recommendations for Cork as a potential Creative City:
•

Greater collaboration and more initiatives to encourage different business
sectors to work together. A city partnership is also proposed.

•

Additional spaces for creative people to live and work.

•

A careful examination of the cultural infrastructure and collaborations that
currently exist and how the Creative City application can fit into what Cork
currently has.

•

Protection of the authenticity and values of Cork City. The Creative City
should mirror these values.

•

Arts and creativity needs to be seen as something for everyone, accessible for
all.

5.12: Recommendations for Future Practice:
This

research study has found a very limited understanding

and awareness of the

UNESCO Creative City network amongst some of the city’s key tourism and arts
stakeholders. This absence of awareness needs to be addressed before any successful
application process can be put together by the City Council.
This

research also indicates

many calls

by the research participants for more

discussions and debates around the arts and creativity. There is a strong need
expressed by the interviewees for the arts and creativity to be more open and
inclusive to everyone in the city. Creativity needs to become a part of decision
making across the city and a part of everyone’s daily lives. Similarly, the arts should
not just be seen as the cultural institutions, for example, the Crawford Art Gallery.
This research therefore recommends the formation of a Creative Forum in Cork City
that enables lively discussions on the arts and creativity encouraging all citizens of the
city to get involved and have

their voice heard. This Forum should be the starting

point for any future application by Cork to become a Creative City network member.
This research indicates a significant degree of tension between the Creative City
network and who it could actually benefit. There is a conflict between things being
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created for tourists versus things being created for the citizens of the city. This
research study recommends more open and transparent communication between the
stakeholders and those involved in the application process to ensure that the correct
initiatives and collaborations are being created that can benefit both visitor and local
alike, similar to the success of the Cork Midsummer Festival.
Similarly, this research

reveals a desperate need for artistic provision in the city. The

housing crisis and the

rising cost of living in the city has led to many artists not

being able to afford to live in the city. Combined with the lack of studio space, it is
becoming increasingly difficult to attract and retain key creative talent in the city.
This research recommends more studio space provision in the city. The City Council
must be mindful of this need when in discussion with big developers and allocate
space for artistic provision.
This research highlights a worry that the Creative City status could potentially be a
meaningless brand for

the city with no support for the people on the ground. There

is a fear that such a

status may distract from the authenticity and

values of Cork.

The action group for the Creative City application process should be mindful that any
initiatives

are

in

keeping

with

the

unique

character of Cork.

This

research

recommends a close examination study on the current cultural institutions in the city
and what initiatives and collaborations they are currently engaged in. The Creative
City application should ultimately be based on enhancing what Cork currently has for
the benefit of all as opposed to creating something brand new.
5.13: Recommendations for Future Research:
The researcher admits that this research paper was somewhat restricted by time and
resource limitations. The researcher therefore advises that this specific area under
research be further examined with a wider and more comprehensive research project
including more interviews with Cork City stakeholders. It is suggested that some
urban planners within the city be included in the qualitative research to gauge an
idea on their vision for Cork City and how best creativity can be incorporated into
this vision for the future. It is also advised to interview Dr Declan Jordan of the
School of Economics in University College Cork who was unfortunately unavailable
for interview

during

the

time

frame of this

research

study.

Dr Jordan

was

recommended by many of the research participants as a key person to speak to due
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to his research on regional and urban economics. This additional research would
ensure that the findings included in this research paper are more representative of the
key Cork stakeholders.
A significant body of research has already been conducted on the Creative City
concept. Many of these research papers, however, focus on the negatives of the
Creative City in terms of the gentrification and mass tourism it often brings. Further
study of the benefits that the Creative City has brought to cities needs to be
performed to gain a more balanced viewpoint.
Additional study and research needs to be conducted on both Dublin and Galway and
their experiences with both the application process and the achievement of the
UNESCO Creative City status to ascertain if the Creative City status has brought
worthwhile benefits to these cities. It is also important for any potential city applicant
to be aware of any pitfalls that may arise during the process.
In addition, a more comprehensive and detailed study should be performed across
many Creative Cities (especially the cities with the Creative status of Music) to learn
more about the benefits and other key learnings that Cork can be aware of before
taking the first step on this journey.
It is also recommended to conduct a separate piece of research specifically tailored
towards the tourism sector as to the extent the Creative City status impacted on the
tourism in the city. A similar study could also be performed across the arts sector of
cities who have this status.
5.14: Conclusion:
To conclude, this research paper highlights the interest by some of the main Cork
City stakeholders in the potential of applying to become a UNESCO Creative City
network member. Membership of such a network is deemed to carry many benefits
including easier access to funding, greater collaboration opportunities both internally
and externally in the city and further afield, increased marketing and promotion
opportunities for Cork City to attract both tourists and creative talent, as well as the
possibility for Cork to drive forward a more open and inclusive creativity agenda
where ever} citizen has the opportunity to view themselves as creative and implement
creativity in their day-to-day existences.
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Nevertheless, as highlighted in the qualitative research interviews, despite a mostly
positive outlook on the UNESCO Creative City network, the twin dangers of
gentrification and mass tourism are constantly brewing under the surface. There is a
continuous tension simmering regarding who the real beneficiaries of this status would
be, be it the tourists, the main cultural institutions of the city or the actual creatives
providing the creativity deemed necessary for the attainment of such a status. There
is also a fear that the status could just be another meaningless brand with no real
substance or support behind it.
As such, it is clear that going forward, much more research is required on the
Creative City network and the advantages and disadvantages experienced by cities
who currently hold this status to enable Cork to avoid such pitfalls and develop a
Creative City where

everybody,

regardless

of age,

social

status,

geographical

localation or nationality can feel like contributors to the creativity of the city.
Everyone can be creative. Everyone can contribute to the formation of the Cork
Creative City. In the words of Albert Einstein: “Creativity is contagious, pass it on”
(Cass.city.ac.uk).
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Appendices:
Appendix A: Sample Interviewee Consent Email Letter:
Good morning Ms Brennan,

My name is Colette Seariff-Lalor and I am eurrently doing a masters in business and
marketing at Cork Institute of Teehnology. As part of my final year thesis, 1 am looking to
interview people in Cork City working within the arls/tourism fields to gain an insight into
their opinions on the notion of the creative city concept and if they feel this is something that
Cork could strive to achieve.

1 was recommended to speak to you by Ms Kath Gorman of the Cork Midsummer Festival on
account of your work with the Arts Council within the city.

The interview should only take about 15-20 minutes. It can be done over the phone if you
prefer or alternatively, I can arrange to come see you at a time that suits you best.
Thank you for your assistance,

1 look forw'ard to your response.

Kind Regards,

Colette Seariff-Lalor
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Appendix B:
Interview Guide:
1) A “Creative City” is defined as “a concept developed by Charles Landry in the
1980s encouraging a culture of creativity in urban planning and solutions to urban
problems”.
What do you know about the UNESCO Creative Cities Network?
2) In your view, do you think there can be any benefits to Cork in having this status from
UNESCO as a Creative City Network member?
3) In your opinion, do you think there may be an appetite/interest in Cork by relevant
stakeholders to become a creative city?
4) In your opinion, do you believe that Cork could benefit from a tourism perspective by
having a Creative City status?
5) The arts can be defined as “activities such as painting, music, literature, cinema and
dance which people can take part in for enjoyment or to create works which express
serious meanings or ideas of beauty”.
In your opinion, do you think that Cork could benefit from an arts perspective in
having Creative City status?
6) What do you think is necessary for Cork to do or to have to achieve this status of
Creative City?
7) There are many different fields of Creative City status that a city can apply for. The
categories are:
Crafts and folk art
Design
Film
Gastronomy
Literature
Media Arts
•

Music

Which of these creative fields do you feel best suits Cork and why?
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8) In your view, what are the challenges for Cork to become a part of the Creative Cities
Network?
9) In simple terms, do you think that the Creative City concept is a good idea? Have you
examples of a good Creative City and/or a Creative City that you feel doesn’t work
quite well?
10) Can you make any recommendations based on our conversation today for the future
of Cork as a Creative City?
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Appendix C:

My Personal Journey

Undertaking a masters has always been one of my life goals. Of course, with a
masters comes a thesis. A whole new challenge and adventure for me.
Admittedly, I have found the process of writing this thesis immensely challenging,
time-consuming and at times, frustrating. The best part was undoubtedly the early
days of playing with different topics to research. This was really enjoyable and I felt
full of excitement about the endless possibilities that lay ahead of me. Perhaps I was
slightly foolish to believe that my thesis would change the world.
I found the literature review the most difficult section to write and indeed, research. I
love writing and but I felt the writing style in this chapter the most restrictive. I also
felt frustrated with the lack of relevant literature on my topic especially the shocking
absence of much on the Irish context of the Creative City. There were many
moments where I felt like giving up and changing topic especially as I was quite
sick for the first part of the year. I felt sapped of energy and motivation leading to
much self-doubt.
Momentum and motivation returned when I started the primary research. It was really
such an honour to meet some of the key players in the Cork tourism and arts scene.
All of my interviewees were so kind and informative.
The final six weeks of this write-up has been six of the most challenging weeks of
my life combined with work stress. Job interviews and personal issues. As I write
this, sleep-deprived, drained and fed up, I feel myself welling up with emotion.
I am so glad I did this because following this, I feel that I can achieve anything I
put my mind to. It may sound cliche but anything is possible if you want it bad
enough.
Just be patient and believe!
PS: Special thanks to my best friend Ben who is my rock and without whom, I
would not be where I am today. I love you xxx
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